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PLASTIC BLANKETS 


New Way to Cut Product Loss 
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A McGRAW-HILL PUBLICATION 


A McGRAW-HILL PUBLICATION 


Designed by Farrell Manufacturing Company of Joliet, Illinois, this 
new 1500 gal. 5-compartment platformer cuts turning radius to 27’ 
All delivery equipment and controls are at rear 


: BRODIMATIC 
=~ PRINTING 
QUANTROLS... 


Brodie combination Meters and Strainer-Air Elimina 
tors can be mounted for piping in virtually any di 
rection. These Brodimatic Printing Quantrol equipped 


itiwivtvmnmaes: add automation to accuracy 
for rural delivery profits 


Now on demonstration tour, this new platformer was designed 
for compact maneuverability, accessibility of equipment, time 
saving automation, and maximum safety. 

For every advanced application, Brodie BiRotor Tank Truck 
Meters offer exclusive profit-making advantages. Compact 
combination Meter and Strainer-Air Eliminator are completely 
flexible for simplest piping arrangements. Double case meter 
construction isolates measuring unit from road shock, piping 
strain or external damage. Just two moving parts with no 
metal-to-metal contact in the measuring chamber —no sliding 
vanes or cranks to wear or upset the balanced rotary operation. 
Quantrols assure preset quantity delivery without operator 
attention. Brodimatic Printers simplify accurate bookkeeping. 

This all adds up to more efficient truck design, sustained 
accuracy, and low operating and maintenance costs. Check 
your needs with the Brodie Metering Specialist as near as your 
phone. 80a * 


\, 


DIE Biko” METERS 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


MT. VERNON, N. Y. DALLAS 7, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, Il. 221 9th Ave. N. 5401 Sheila Street 
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Price One Dollar 


... the object of Ethyl’s continuing 
advertising and publicity 
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2. “Drive more. . . it’s fun to explore your Magic 
Circle.”’ This is Ethyl’s message to motorists in 
national advertising—-a powerful new campaign 
to stimulate more pleasure driving. 


4.Equallyimportant, Ethyl’s“ Magic Circle Travel 
Clinic’’—a weekly travel service feature in news- 
papers-—is encouraging people everywhere to do 
more casual driving. 








1. Ethyl’s continuing market expansion program, 
now in its fourth year, has never been more im- 
portant than it is right now — when the industry 


has a sales problem. 


3. In Life, Post, Look and Sunset, H!thyl’s colorful 
Magic Circle advertising reaches millions of 
motorists—-showing them ‘‘get out and have 


fun’ ideas for more family driving. 


5. In short, this Magic Circle campaign is work- 
ing hard to expand the market for the products 
of the oil industry... not just gasoline, but every- 


thing sold at service stations. 


This market expansion campaign is a service 


to the oil industry .. . typifying Ethyl’s belief that 


service is just as important as product. 
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Immediate Positive Control of Liquids at Dispensing Point 


ALUMINUM @ BRONZE e SEMI STEEL 
liquid 
handli 


FOR BLENDING, FILLING, TRANSFER 


Petroleum Products and Distillates — 
Anything liquid 

OPW has designed these Liquids Dispensing 
Nozzles in a wide variety of sizes, styles and 
materials to assure you of having the right 
nozzle for a fast, dependable liquid delivery. 
Complete control at point of operation on 
gravity or pumping operations. 

Each engineered for full flow, easy shut-off, 
no shock, no product surge, minimum pressure 
drop ... ALL, for light weight, perfect balance, 
durability, low maintenance and long service 


life. 


Write for BULLETIN F-9. It describes in detail 
OPW’'S complete line of Liquids Handling 
Nozzles. 








opw hose swivels 


HOSE KINKS 
a i a’ i’ 


i « 


NO HAZARDS * NO PRODUCT LOSS 
* MAXIMUM HOSE LINE FLEXIBILITY. 


Add life to your hose . . . make it 
easier to handle . . . eliminate 


twisting, kinking and tension result- 
ing from rotary motion. Use OPW’s opw CORPORATION 
leakproof swivels with liquids dis- a723 COLERAIN AVENUE 
pensing nozzles and on industrial 
hose installations. ‘Turns freely at CINCINNATI 25, OHIO 
line pressure up to 125 psi. Kirby 1-5400 
STRONGEST LINK IN YOUR HOSE LINE! WON'T PULL APART. 


PREV 
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Top of the Month . 


Now: Low-cost conservation devices for small tanks 


For as little as $300, you can cut product losses up to 95%. 


specially designed for small-diameter tanks 


The secret is ‘plastic blankets,’ 


page 104 


What will next year’s cars mean to your business? 


The economy drive is on—in premium recommendations, in the trend to smaller cars. These 


reports diagnose the causes, tell what the effects will be 


Month in Full ... 


GENERAL 
Alexandria: Can anything more be said 
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What a winter guarantee program will do for sales 
Why dealers need TBA simplification 


EQUIPMENT 
New oil heat equipment: A special showcase 
What’s coming up in burner engineering 
New gasoline dispensers hit the market 

ABOUT OIL PEOPLE 
General Petroleum changes its marketing lineup 


Fuel oil men put in an active summer 


1958 * NATIONAL PETROLEUM NEWS 


pages 94-97 


THE GREEN SECTION 
Ahead of the News 
Petroleum Indicators 


Supply and Demand 


DEPARTMENTS 
About Oil Peovie 
Advertisers’ Index 
Associations 
Behind Our Headlines 
Brief but Significant 
Classified Advertising 
Editorially Speaking 
Equipment 
Letters 
Meetings 
Money-making Idea 
Regions 
TBA 
What They’re Saying 


OIL MARKETS AND PRICES 
Market outlook 
Refinery terminal prices 
Crude oil prices 
Prices by tank wagon 








Fiying Red Horse Lubricants for Farm Use 
yw CREDIT wr onMATion ee 


FAR se . - 
epcnghnapotesy-waaery A 7" i 
Fi 
; : eneme ons P ving Rea Horse 
= > 5 e. 


L SERVICE 
“beag 








BURNER SALES. StRVKT 


WILHELM'S OIL SERVICE | 
fobiigas map) y-ponecin H 
fiowne 


!* 


ee Oe 


Yes, you get results with the Mobil Farm Plan. It 
includes tested and proved methods of increasing 
JAKE YOUR present farm business . . . landing new customers... 
IS 7O THE EXPERTS and many other selling aids designed to get you more 
PROBLEIM 2 es business. At your request, a trained specialist will be 
: glad to help analyze your potential farm market and 
Y » make definite recommendations. Additional experts 
( yl } ' are available to assist you with other tough problems, 
too. For instance, help you reduce loading ume 


oa ‘ ° » a aa 
Vic ) yi | ¢ | *] at ISIS help select the best manpower available . . . help insti- 
. < . — tute Management procedures that make running a 

business easier—and more profitable. 


That's why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 





specialists . . . plus top-quality branded products add 
up to a real competitive advantage for you. 

Talk to your Mobil salesman today. He’s your 
direct line to the specialists. 


Tune in “TRACKDOWN” every week, CBS-TV,. 


YOU'RE MILES AHEAD WITH MOBIL! See your local paper for time and station. 
SOCONY MOBIL OIL COMPANY, IN¢ and Afthliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 


NEW YORK 17, N.Y no & l2nd St e CHICAGO 5, ILLINOIS ” Van Bure s e BALTIMORE 18, MARYLAND -1914 North Charle ~ e MILWAUKEE 1 
WISCONSIN 007) South First 8 e KANSAS CITY 1 MISSOURI 925 Grand Ave © DETROTT MICHIGAN 103 West Grand Blyd. e ST. LOUIS &§. MISSOURI 
1140) Lindell Blyad e DALLAS 1 TEXAS Magnolia Petroleum C¢ Magnolia Build e TOS ANGELES 54, CALIF General Petroleum Corp ‘ S. Flower St 
ny Mobil maintains many other conveniently located service office t ive you close and fast cooperatior 
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Behind Our Headlines 





M ANY READERS have commented that NPN is publish- 

ing more fuel oil news than it used to. It’s true. You 
may be interested in what we have in this issue because 
it shows how we are stepping up our coverage. 

Information for fuel oil distributors appears in four 
different sections—not only in our regular fuel oil sec- 
tion (p. 113), but also in the equipment section (p. 144), 
the merchandising section (p. 110) and the management 
section (p. 126). Both editorials (p. 91) concern fuel 
oil men, directly or indirectly. So do two pages of “About 
Oil People” (pp. 174-175). 

Focal point for this month’s information is the annual 
meeting of the Oil-Heat Institute of America, held re 
cently in New York. This convention, and the news it 
produced, are reported in NPN’s columns. Likewise, 
there’s an account of the OHI trade show. 

Fuel oil, especially heating oil, is making more news 
these days. It is receiving greater attention throughout 
the industry. NPN’s increased coverage merely reflects 
the growing interest, symptomatic of the growing recog 
nition of heating oil’s importance. 

NPN’s job is to cover the whole field of oil market- 
ing. We have always covered the heating oil field—but 
not so extensively as now. NPN won't be a fuel oil 
magazine, any more than it is a gasoline magazine o1 
a lubrication magazine or a TBA magazine. They're all 
important, and we cover them accordingly. 

Incidentally, our fuel oil readers are discovering that 
there is a lot of useful information in NPN outside the 
fuel oil section. For example, these sections are worth 
looking over every month: merchandising, equipment, 
bulk plants and terminals, management, supply and de 
mand, markets, “Ahead of the News” (p. 85), “Brief 
but Significant” (p. 101), “About Oil People” and letters 
from readers (p. 9). 

For the convenience of fuel oil marketers, we have a 
handy cross-index in the fuel oil section (p. 115) 


Came Recess , Editor 
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Capital 


VISCOUNT FUEL _ 


Now 
third year of 
excellent service... 


MEETING CAPITAL'S VISCOUNTS 


with Red Seal jet fuel meters 


In flying more than 1,377,299,000 passenger miles since 1955, Capital’s 
turboprop Viscounts have burned up a lot of Aeroshell 640 Kerosene 
... nearly every gallon accurately recorded by Neptune Meters. Almost 
everywhere they land, the planes are greeted by Neptune-metered 
equipment. Many of these are 4,000-gal. dual refuelers, equipped with 
one meter (3” Red Seal) for the kerosene fuel, and another meter (1” 
Neptune) for the methanol-water mix that is injected during take-off. 





Backed by the widest available experience in metering chemicals, 
as well as petroleum fuels from 80 standard to 115/145 avgas or JP-5 
... Neptune is ready now to discuss any problems you may anticipate 
in handling the liquid fuels of the future. 


‘ 
Ly 
NEPTUNE METER COMPANY - 19 West 50th St., New York 20, N.Y. ef : ae ' 





Branch Offices in Principal Cities RED SEAL METERS... for a better / measure of profit 





How Neptune Meters make money 


and save for others: 





Halstead Oil Company trucks have interesting dual meter 
rig. In right side of compartment is 2’ Auto-Stop fuel-oil 
meter, pump and reel combination. In left rear compart- 
ment is 3’’ Red Seal compact with 3” piping for fast gravity 
delivery of gasoline. Halstead bought first Red Seal in 1945. 


Red Seal meter users are backed by a complete local-level 
parts, service and testing program. Meter testing equipment 
like this is strategically located near you. Or you can handle 
your own field repairs simply by exchanging worn or 
damaged units for guaranteed factory-reconditioned units. 


Rs-29 


London Oil Company delivers as much as 7,000 gallons per day through 
this 1500-gallon truck equipped with 2’’ Red Seal Auto-Stop Print-O-Meter. 
Mr. George E. London, president, says good local service through 
Neptune’s Raleigh jobber . . . is important factor in his choice of meter. 


Working at temperatures from 12 below to 109 above, seven Red Seal 
meters at Sinclair's Ft. Madison, lowa, terminal have put through a yearly 
average of 6 million gallons each since Jan. 9, 1950. The meters were 
recently up-dated by adding Print-O-Meter registers, a move made eco- 
nomical by Neptune’s Unit Replacement Plan. 


Shell Oil Company’s terminal at Baltimore, Md., relies on Red Seal bulk 
plant meters for sustained accuracy with low maintenance costs. Note 
simplicity of piping hook-up. Red Seal’s double-case design eliminates 
inaccuracies caused by piping stresses. 
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A strong statement... but a scientific fact. Super Rayon Tire 

Cord not only withstands heat better, but even at the tempera- 

ture where the other cord melts, Super Rayon Cord retains 

over 50% of its original strength (see chart at right). It remains 

stable. That’s the reason why Super Rayon Cord Tires outwear : 

tires with “‘other’’ cord by thousands of miles. . . why they sore We se% decid 
are by far America’s best tire buy! -, = a °°: OTHER TIRE CORD 


__ THE OTHER TIRE CORD MELTS HERE 


EVEN RIM PAINT BLISTERED IN 
“TORTURE TEST”... BUT SUPER THE STABILITY of Rayon Cord Tires under heat 


means longer life. ..in fact it means a tread 


RAYON TIRES WERE UNDAMAGED! life bonus of up to 26%. 


Rayon cords in the modern tire can NO ANNOYING “FLAT SPOTS" in Rayon Cord Tires. 
withstand severe heat as well as The ‘“‘other’’ cord softens with heat... 
impact. This was proved during tests and cannot return to normal condition when 
at rest, because of weight of car. Therefore 
tire bottom remains flat until several miles 
of driving kneads out the abnormality. 


by Motor Vehicle Research, Inc. Data 
showed Rayon Tires withstood high 
speed impacts at temperatures that 
would turn water into steam. 


UPER RAYON TIRE CORD 


For more detailed information write 


AMERICAN VISCOSE CORPORATION «+ 350 Fifth Avenue, New York 1, N. Y. 
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Letters 


Trading Stamps: 


To THE Epiror: 

There are two situations involving 
trading stamps which the NPN article 
(July, p109) failed to emphasize: 

1) The giving of trading stamps 
with gasoline, motor oil, or any other 
commodity does not increase the de- 
mand for or sale and use of any 
product. Trading stamps influence the 
buying habits of some people who 
will move their purchasing power 
from one place of business to another 
to get stamps. 

If all retail stores selling the same 
commodities handle trading stamps 
the business of no one store would 
thereby be increased. There is there- 
fore a sound basis for the expressions 
of some managers who compare trad- 
ing stamps with cancers. 

2) Trading stamps cost someone 
considerably more than the value of 
the goods received through their re- 
demption. This cost may be borne by 
the stamp collector or the merchant 
who gives the stamps away, or shared 
by both. 

The merchandise received through 
the redemption of stamps can invari- 
ably be purchased through retail stores 
at a price considerably below the costs 
of the stamps. Thereby the stamp 
companies are the ones who profit 
Their profit is gained primarily trom 
the mark-up between the cost of the 
goods and the value placed thereon 
through the redemption of stamps. 

Although most stamp companies 
would prefer that 100% of the stamps 
were redeemed, they nevertheless 
derive a profit from stamps not re- 
deemed. Our visits with the heads of 
several of the larger stamp companies 
indicate that a smaller percentage of 
stamps are redeemed than the figures 
quoted in NPN (“the top stamp com- 
panies claimed to have redemption 
rates of about 90% ”—June, p118). 
They tell me_ that their 
average of 82% of all 
redeemed and that this 
to a high 


Your 


based on 
studies an 
stamps are 
varies from a low of 65% 
of slightly more than 90%. 


A ‘Cancer ? 


figures could be more accurate than 
mine. 

The NPN aarticle is the best of its 
kind that I have had an opportunity 
to read. 

FRANK A. WATTS 

Sales Manager 

Humble Oil & Refining Co. 
Houston, Tex. 


‘Very Original and Well Done’ 
>There has been a need for this 
type of report with the slant to oil 
marketers. The discussion of the effect 
of trading stamps by regions in the 
United States is very original and well 
done. I have never seen such a break- 
down before and think it should be a 
valuable contribution to trading stamp 
literature. 
MARY MARTIN 
Bureau of Business Research 
Ohio State University 
Columbus, Ohio 


‘Never Use Stamps Defensively’ 
We are always happy to note any 
objective reporting on the subject of 
trading stamps although we believe 
that the American consumer has over- 
whelmingly settled any controversy 
that might have previously 
over their usefulness. 

I would only counsel your readers 
to never use stamps defensively, for 
their very success depends upon the 
aggressive manner in which they are 
promoted. The stamp companies rep- 
resented by this association always 
stand ready with both the advice and 
means to accomplish this end. 

Trading stamp promotion has other 
important advantages to service sta- 
tions aside from volume increases and 
trade stabilization: (1) the improve- 
ment of margin and expense ratios, 
(2) a sustained promotional 
(3) encouragement of additional serv- 


existed 


effect, 


ice and accessory sales, (4) the de- 


crease of markdowns particularly in 


COMING UP IN NEXT MONTH’S NPN 


@ How your dealers can build bigger profits on tires 


@ Station lifts: A new look at a confused subject 
@ How a jobber makes local promotion pay off for him 
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EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 


Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


EVER-TITE 
Adapter and 
Coupler 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade 
mark is a hallmark 
of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Shank Hose 
Coupling 


jet 
Dust Plug 


Dust Ca 
EVER-TITE Dust Protectors 





BUILT TO CUT COSTS 
tu Gawtine Unloading 


TANK CAR—TANK TRUCK HOSE 


Easier handling and fast, unrestricted flow are two reasons why 
costs for unloading gasoline from tank car or truck are lower 
when “NEWTYPE” Hose is used. Durability . . . longer service life 

. . is another reason for the savings this hose assures. Its re- 
liability and economy have been demonstrated through years of 
service to the Petroleum Industry. 


“NEWTYPE” is really kinkproof, 
with its tightly braided, wire- 
reinforced carcassretaining the 
full inside diameter even on 
sharpest bends. The tough, dur- 
able brown cover provides 
highest resistance to abrasive 
wear and weather. It has a 
yellow spiral stripe for easy 
identification . . . you can al- 
ways be sure the hose you buy 
is “NEWTYPE”. Available in 
1%" to 4" sizes, in maximum 
lengths of 50 feet. 


“If it’s GOODALL, it MUST be Good!” 
Contact Our Nearest Branch for Details and Prices 


Standard of Quality—Since 1870 HOSE + BELTING - FOOTWEAR + CLOTHING 
AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. 
IN CANADA GOODALL RUBBER CO. OF CANADA LTD., TORONTO. 


Letters 


battery, tire and other accessory sales, 
(5) the elimination of the planning 
and execution of other special pro- 
motions, and (6) the advancement of 
good will. 

Finally, it should be noted that the 
expenditure returns to the pocket of 
the consumer the cost of the promo- 
tion itself. 

HAROLD S. RAAB 

Executive Secretary 

Trading Stamp Institute of America 
New York, N. Y. 


‘| Was Disappointed’ 


m1 was disappointed that you did 

not point out in the section on costs 

that the total stamp cost should 

properly be charged against new vol- 

ume, since stamps were not necessary 
to get old business. 

HARVEY L. VREDENBURG 

Department of Marketing 

College of Commerce 

State University of lowa 

Iowa City, lowa 


Stamps may be necessary to hold old 
business in the face of stamp competi- 
tion. 


Home Heating Surveys 


Both the Esso and OHI surveys 
could be right, even though the find- 
ings seem to conflict, because different 
markets could account for different 
results. (An Esso motivation study re- 
ported natural gas users to be less 
negative toward gas than heating oil 
users were toward oil heat—Jan., 
pll2. OHI’s survey, on the other 
hand, reported that a majority of oil 
heat customers polled were satisfied 
with oil heat—June, p149.) 

Service is the key to customer 
satisfaction. We must see to it that 
service is strengthened at all levels. 
All the big companies are after their 
distributors to do that so that cus- 
tomers who have oil will feel safe 
and satisfied. 

In the East, most distributors go 
out of their way to give service. Going 
west. the quality of service drops off 
because service is handled mostly by 
those not in the heating oil business. 
Gas people have been farming out 
their service work, and they are run- 
ning into the same problems. 

Eventually all burner sales and 
service will be handled by people who 
are in the heating oil business. That 
will make for better service, hence 
greater customer satisfaction. That 
will enable our product to be more 
competitive with natural gas. 

Vanager, Fuel Oil Department 
4 major oil company 


New York, N. Y. 
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PIndiscreet treatment of this article 
could tend to forment dissension and 
antipathy between the sources of the 
two conflicting reports. While we ap- 
preciate the newsworthiness of the 
latest information developed, the in- 
ternal rivalry that could result from 
contrasting the two reports will do 
nothing to foster the harmony and 
united front that we so desperately 
need to withstand an aggressive and 
united competitor for the automatic 
home heating potential. Therefore, 
while I have no argument with the 
publication of the findings of two 
separate survey groups, I do believe 
that a direct comparison and a con- 
stant reminder throughout the article 
of the differences between the find- 
ings of the two surveys should be 
studiously avoided. 
Manager, Fuel Oil Dept. 
A major oil company 


New York, N.Y. 


Conversion Costs Too High 


>The results of the experiments and 
calculations (on using oversize fill 
pipes in underground storage tanks 
June, p167) will be filed for possible 
consideration, but at some future date. 
The thinking of my company at the 
present time is that the cost of con- 
version would be excessive for the 
saving that could be made. For the 
foreseeable future we expect to use 
the conventional three-inch equip- 
ment. 
RAYMOND HUGHES 
Varketine Engineer 
Frontier Oil Refining Co 
Buffalo, N. ¥ 


Insure Consignment Deliveries 


mI have read “We Like Consign- 
ment Drops” (June, p1l27) over care 
fully and discussed it with our sales 
manager. It certainly rings a bell in 
our thoughts on the subject. 

Our experience indicates a_ great 
deal of difficulty in keeping dealer: 
accounts from getting out of line with 
big deliveries. The other advantages 
listed are certainly true. But there are 
of course difficulties also: for instance, 
when the dealer goes short on the 
consignment collection for the gaso- 
iine already sold and cannot pay, this 
is a difficult proposition. We have in 
some cases insured these accounts and 
this is a possible plug for the loop 
hole. 

STERLING D. WOOTEN 
President 
Thompson-Wooten Oil Co 
Goldsboro, N. ¢ 


(Continued on next page) 
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25% THINNER! 




















MORE 
RUGGED!!! 


GREATER 
EFFICIENCY 


SMOOTHER 
STYLING 





CcCOMPCO 
Tr 6 | od Tt 


Horizontal Wraparound “7” Light 


ce Station Lighting 
orizontal ‘'T” Lighting 


© Trend-setting design for Servi 


e The greatest value in H 


COMPCO corPORATION 


1800 N. Spaulding Ave. « Chicago 47, Ill. ¢ U.S.A. 





CONSUMER COMMERCIAL PUMPS 


HAND and ELECTRIC 


FOR MORE EFFICIENT and 
PROFITABLE DISPENSING... 
OF PETROLEUM PRODUCTS 


There’s a Wilson pump for every size con- 
sumer-commercial account. Manufacturing 
GASBOYS, KEROBOYS, OILBOYS, AND 
ROTABOYS for the Oilman is our full-time 
business... This specialization is the reason 


for overwhelming popularity of Wilson 
pumps and outfits. 


iB! 


Siu) 


‘ 


A; 


Write today 
for new catalog. 





Letters 


What's Ahead for Oil? 


mI enjoyed Ollie Minor’s thought- 
provoking article, “The Future Begins 
Today” (June, p29). Certainly all 
available statistics substantiate the 
tremendous growth which lies ahead 
for our industry during the next 20 
years. Competition, strong competi- 
tion, will be a constant companion of 
this growth to a greater degree than 
it has been in past years. 

For this 
will require an improved understand- 
ing and appreciation for the art of 
selling service. The successful 
will be a service salesman. He must 
arouse interest and create customer 
desire for products and services. In 
this manner the customer’s reluctance 
to spend is far less than his desire for 
products, services and safety. 

W. S. Morris 
Vice President 
California Oil Co. 
Perth Amboy, N. J. 


the service station dealer, 


dealer 


Slump? Yes, Sir, 
June, pl43) is a 
irticle. 

The thing that seems prevalent in 
yur business is that we must cut out 
nefficient and complacent operators. 
Or rather, they will cut themselves 
yut, because it requires increased 
supervision to keep an operation of 
oday sharp. 

People who have been in_ this 
petroleum business for any length of 
time know it has been tough before. 
And I dare say it will be tough again 
in the future. The petroleum industry 
as a whole has a very remarkable 
future in my humble opinion, but it 
would be necessary that we all work 
ind plan to acquire this success. 

MELVIN HALI 
President 

Melvin Hall Oil Co. 
Noel, Mo. 


Look 


Interesting 


but 
very 


Good article—we need more of 
that kind of publicity to keep from 
talking ourselves into a depression. 
DON CONDON 

Condon Oil Co. 

Ripon, Wis. 


Magnolia’s Plans 


Your May “Ahead of the News” 
carries an item that Magnolia _re- 
portedly plans to spend $35-million 
over the next five years on retail out- 
lets and that it is our intention 


NATIONAL 


to eliminate retail accounts of the 
through-put of less than 15,000 gal.-a- 
month. While I am sure you 
published the item in good faith... 
it is not true. 

Our capital budget for service sta- 
tions is quite normal and I doubt very 
much if it would be of any interest 
to readers of your magazine. Also, we 
have not established any gallonage 
standard for the elimination of mar- 
ginal stations, as factors affecting 
each individual outlet must be con- 
sidered before any decision is made 
to drop it. 

G. J. GREGOR 
Marketing Vice President 
Magnolia Petroleum Co. 

Dallas, Tex. 


NPN did carry the item in good faith. 
Our reporter received the information 
from what he regarded as a reputable 
source. 


Give Us a Chance 


Pl am disappointed to learn that 
there has been criticism of the ap- 
pointed API Public Affairs Committee 
(NPN—July, p81) prior to their hav- 
ing been given the opportunity to put 
their plans into effect. I have high 
hopes that the movement is going to 
be a grand success, but it must have 
the full and hearty support of every 
segment of the industry. 
C. J. Guzzo 
Marketing Vice President 
Gulf Oil Corp. 
Pittsburgh, Pa. 


Mr. Guzzo is one of the two active 
marketers on the committee. 


mI can readily understand the con- 
cern of the marketers as to the future 
success of this committee as it will 
deal so heavily with problems at the 
marketing level. You can rest 
assured that all members of the 
new committee appreciative of 
the responsibilities that have been 
placed on them by the industry from 
the standpoint of integrating a sound 
public and governmental relations 
program for the industry. 
W. F. KENNEY 
General Counsel 
Shell Oil Co. 
New York, N.Y. 


the 


are 


Mr. 
too. 


Kenney’s a committee member, 


PETROLEUM NEWS * August, 1958 





A RECORD OF ACHIEVEMENT THAT STANDS ALONE IN THE HEATING OIL INDUSTRY 


HY-TEST 303’s additive and 
FWK-t- Mm ebael-sa-herWt_ Me belesa-1- hp bel aa: RO leyet-koa-) 
Phateme) coy @it_ me ded meso a-Mmaet- hel 
PAOTOM oJ RbC-medobhomel-t-habel-meysmel-1-8C-) a _) 


bodes Meloy: h_) Mine Meloy: h_] ap be MA el- mm OPE me: h ole! 


Canada...now in its 4th successful year. 


This impressive record —covering the widest variety of 
dealers and distributors in size and location —is available to you to help 
you evaluate HY-TEST 303’s potential in your business. 
showing average new customer gains throughout the U. S. 
and Canada of 21.6%. Gains that stick with you because 
HY-TEST 303’s vastly superior product has all but elimi 
nated customer turnover. 


Find out how much more heating oil you can sell at full 
price—the HY-TEST 303 way—without cut-throat pricing, 
stamps and other give-aways. HY-TEST 303 offers you a 
solid sales program, proven by hundreds of case histories 


One of the greatest oil merchandising tools ever The HY-TEST 303 proven sales plan and case 
devised — and only HY-TEST 303 dealers have it! history record is ‘“‘must” information for 
every alert heating oil dealer and distribu 


Read dealer reports on the : 
fabulous customer preference built \ tor. Contact the office nearest you today 


up by this truck-mounted 
DEHYDRATOR & FILTER—preference \ 


in face of stiffest price-cutting 
and gas competition, | a. 


ye | 


Gentlemen 
I'm interested in knowing the full facts of the HY-TEST 303 heating 


oil franchise program and what it has accomplished for its dealers and 


distributors 


Company___ ee ae = 
Retail Dealer Retail & Wholesale Deale 


Address 


oe 


Hlinows, Indiana and Wisconsin 
BERRY REFINING CO., 400 W. Madisor 
Upper New York Stat 

HY-TEST 303 CORP pa N. Y., 105 Colvin Ave., Albany, N. Y 


t 


Connecticul 


CONNECTICUT REFINING CO., 105 Water St., West Haven, Conn 


Virginia 


HY-TEST 303 CORP. of VIRGINIA, 2459 Campbell Ave., Lynchburg, Va 


North Carolina 
MIDSTATE OIL CO., Milford Hills Road, Salisbury, N. C 


Canada 
J. A. MacTAGGART, P.0. Box 233, Niagara Falls, Ont 


4// other areas 


HY-TEST 303 CORP. 


9 Meadow Rd., Rutherford, N. J. WEiyster 3-0300 
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WOODIE’S PHILLIPS “—gg"" 
Service Station, Dallas, Texas. 





— ‘\ 4 a 1 
W. GRAHAM, owner of Woodie's 
Phillips ‘'66"’ Service Station. 


THIS NATIONAL CASH REGISTER automatically provides complete records of all trans- 
actions, thereby giving complete cash and inventory control for this Service Station. 


“Our Clalional System 
saves us‘1,000 a year... 


pays for itself every 8 months 


“Before we installed our National 
Cash Register, we had difficulty in 
balancing cash and in getting ac- 
curate sales records,’ writes W. 
Graham, owner of Woodie’s Phillips 
“66” Service Station. “With a Na- 
tional System, we mechanically safe- 
guard every cent taken in and also 
have complete sales records of all 
departments. 

“The increased record-keeping ef- 
ficiency made possible by our Na- 
tional saves us 30 hours each week 
on our bookkeeping work. Our Na- 
tional supplies us with important 


1? 


—Woodie’s Phillips “66 Service Station 


Dallas, Texas 


business information, too, by auto- 
matically classifying both cash and 
credit sales. Now we can easily tell 
when new supplies must be ordered 
and exactly how much we need. 
“Through greater efficiency and 
reduced operating expense, our Na- 
tional System saves us more than 
$1,500 a year, pays for itself every 


8 months.” 


owner Woodie’s Phillips 
“66” Service Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES 


14 


HELPING BUSINESS SAVE MONEY 


Your Service Station, too, can benefit 
from the time-and-money-savings made 
possible by a National System. Nation- 
als pay for themselves quickly through 
savings, then continue to return a reg- 
ular yearly profit. National’s world- 
wide service organization will protect 
this profit. Ask us about the National 
Maintenance Plan. (See the 

yellow pages of your phone greet 
book.) an 


“TRADE MARK REG. U.S. PAT. OFF. 


CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


wer PAPER (No Carson Requirep) 
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Money-Making Ideas 


Last word in service 
station uniforms == 


Music in the lube bays 
... Cultivating the 


commuter trade... 


MUSIC HELPS increase efficiency in 
lube and repair bays. Jobbers with 
big service outlets find that contin- 
uous music helps reduce noise distrac- 
tions and aids mechanics’ concentra- 
tion. Some jobbers contract with 
outside music “suppliers” and others 
run their own audio systems. Cus- 
tomers seem to like the service, too. 
(Caution: one jobber studied output 
and found his men slowed down when 
waltzes and ballads were played, 
speeded up during jazz and rock’n’ 
roll numbers.) 


by) 
CULTIVATE THE COMMUTER 
trade. A Chicago jobber has a 
high-volume station near a commuter 
railroad stop. Instead of the usual 
glassware and discounts, he gives 
away 10-trip tickets to customers. He 
uses a punch card system and esti- 
mates costs at slightly less than 2¢ 
gal. For tie-in advertising, he takes 
space on the front of the railroad 
timetables. The railroad offers him no 
financial encouragement, but is re- 
portedly pleased with the idea. 
> 

A BONUS FOR IDEAS about new 
products—that’s what Billups Petro- 
leum Co. is offering its employes 
When an employe submits a new 
merchandising idea, the company gets 
a manufacturer to work it up. If it 
sells at one station, it’s re-ordered for 
other stations and the employe gets 
a $50 bonus. 


S 
THERE ARE TIMES when your 
dealers are too rushed to take care of 
every car at once. Some may grow 
impatient and leave. But here’s a way 
to bring them back: Take three sec- 
onds to jot down the license number 
of cars that before 
serviced. Then send a note of apology. 
Phey'll appreciate the thoughtfulness 
and maybe they'll come back more 

patient than before. 


leave they’re 
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te THESE MEN are not members of a wedding party stuck on their way to 


d church. 


They're a station crew dressed in their Sunday best for a grand 


Opening promotion. Sinclair dealer Glenn Brenton, of Brentwood, Mo., out- 


fitted his crew in formal attire for the occasion, plugging the theme, 
The dudes seem to have made an impression 


in service for the best of people.’ 


Ihe best 


They chalked up sales of 12,000 gal. in three days 


ty 


bn) 


EVERY BULK PLANI has some 
used equipment on hand that tends 
to accumulate with time. One oil job- 
ber cleans house every few years with 
2 disposal sale. He displays everything 
on tables, invites other jobbers in to 
make an offer for anything they can 
use. What he can’t sell, he junks. 
¢ 


DO YOU HAVE TROUBLI 
collecting from fuel oil accounts 
The Surry County (N.C.) Oll 
Dealers Assn. ran this ad, signed 
by each of its members: 


) 


IMPORTANT—ALL OIL BILLS 
30 DAYS OR MORE OLD 
EXCEPT BUDGET PLAN ACCOUNTS 
MUST BE PAID BY JUNE IOTH 


If your o1 bill is not paid by 
the above dat’, ur sup I 
may not be able to supply you 
next heating season 


ALL DELINO"IENT ACCOUNTS 
Not settled by that time will 
be submitted to the Mount Airy 
Merchants Association 


SURRY OIL DEALERS ASSOCIATION 
signed by each company) 


TAILPIPES CAN SELL tuneup jobs 
A dry sooty deposit on the inside of 
a tailpipe means the engine Is wasting 
Carburetor or ignition sys 
tems may be at fault. Similarly, an 
oily, black deposit on the tailpipe can 
come from burning oil. In this case, 


gasoline 


worn rings or valve guides may be 
the culprits. Call the deposits to the 
attention of the customer; show him 
what a normal deposit looks like 

crisp and make the 
pitch for a tuneup job, explaining how 


grayish. Then 


it can improve economy and car per 
formance 


S 


G 


SAVE YOUR DEALERS’ time and 
steps by developing tailored telephon 
systems for their stations. A New York 
State Esso dealer has two efficiency 
setups in his station. There’s a phone 
in the lube bay with a built-in loud 
speaker and microphone so that mi 
chanics don’t have to hold the receiver 
Ihere’s 


island so. the 


while talking to customers 
an extension at the 
dealer can talk to customers without 
[here ar 


many other ways phones can save you 


running inside the station 


steps. Call your local company for 


their suggestions 








ie ea 


FOR RELIABILITY SPECIFY 








SUBMERGED 
TURBINES 


These powerful pumps are extractable, of course. 
No need to disconnect piping either to lift the pump 
or inspect the check valve. You can remove them 
quickly and easily if you ever have to. Yet: Gilbarco 
Submerged Turbines have proved so reliable that 
many marketers install them without pits or even 
access covers. They merely fill around the pumps 
with sand and cover with blacktop. 


@ Three capacities — 14, 14, 34, HP 





@ Double discharge outlets for cheaper 
installation 


@ Conduit goes completely through head. 
No possibility of gasoline leaking into 
junction box 
@ Seals are standard “‘O” rings 
@ Check valve is not spring loaded 
Specify the turbine that’s better in every way — Gilbarco 


GILBERT & BARKER MFG. CO. 
West Springfield, Mass. - Toronto, Canada 
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What They’re Saying 


Price signs replacing brand signs . 


_. recession 


remedies . . . pushing doorbells for sales 


electric heat's threat . 


6¢The price sign threatens to replace 
the brand sign, even in normal mar- 
kets. If this happens, everything we 
have spent in time and money building 
the marketing segment of our indus- 
try will have been in vain.” Harry L. 
Moir, general manager, retail, Pure 
Oil Co. 


¢ This [the current recession] can 
be a time in which our industry makes 
vast forward strides, pressed by 
necessity to increase efficiencies, im- 
prove products and services, pioneer 
in new emerge greatly 
strengthened. Or it can be a time in 
which our industry invites upon it- 
self the ultimately suffocating mantle 
of governmental regulation in an ex- 
pedient effort to escape the realities 
with which we are confronted.” Frank 
R. Markley, vice president of trans- 
portation, Sun Oil Co. 


areas, and 


¢¢ The easiest way for me to disturb 
a lot of dealers is to mention that 
they must get out and push more door- 
bells to get more business. Just what 
is wrong with doorbell pushing unless 
it be that it is hard work and requires 
ingenuity and planning. It is more than 
punching a button beside the door. 
It requires planning and preparation.” 
Neile Havens, advertising and _ sales 
promotion manager, Uregas Service, 
Inc. 


6¢ Today we are planning to recap- 
ture the residential and commercial 
heating market for you, and coal can 
again become king of the domestic 
market—coal by wire. This time the 
electric utility people are your part- 
ners... . Together we will offer the 
homeowner the cleanest, safest, and 
most flexible type of heat he can 
buy.” Gordon R. Corey, Common- 
wealth Edison Co., Chicago, in speech 
hefore National Coal Assn. conven- 
tion. 


C¢ Electric heat is a big factor in our 
area [Chattanooga, Tenn.]. Soon it 
will be a factor in your area.” Harry 
M. Daugherty, Jr., General Oils, ad 
dressing heating oil jobbers at the 
national Oil-Heat Institute convention 
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.. prideless price posting 


6¢ [Independent Petroleum Assn. of 
America] has yelled ‘wolf’ too 
often... . Since its founding in 1929, 
IPAA has asked for restrictions of 
one kind or another on foreign im- 
ports over 50 times. Most of these 
times the request was accompanied 
by testimony and statements that im- 
ports were ‘destroying’ or ‘annihilating’ 
the American industry. All but one of 
these requests were turned down and 
the domestic industry has expanded 
and prospered.” Frederick H. Mueller, 
assistant secretary of commerce, U. S. 
Department of Commerce. 


6¢ It is clearly improper to character- 
ize such actions on the part of this as- 
sociation as a ‘wolf’ call when the gov- 
ernment itself has recognized the asso- 
ciation’s position that imports have 
threatened to impair the national 
security and therefore must be limit- 
ed.” Gordon Simpson, president, In- 
dependent Petroleum Assn. of Amer- 
ica, in reply to Mueller’s statement. 


¢¢ We think so highly of this new de 
velopment [new formula Esso Extra 
gasoline] that it will receive the biggest 
promotion campaign in Esso’s history 
Improved products and full-scale pro 
motion, are among the best recession 
remedies.” B. L. Ray, marketing vice 
president, Esso Standard Oil Co 


NPN’S Saying-of-the-Month 





6¢ We have over-emphasized the im- 
portance of the price posted by people 
who are without pride and without 
standards. The carefully trained field 
organization spends the day searching 
for the competitive 
prices. These are rushed by 
messenger to the district 
phoned breathlessly to headquarters 
at 5 o’clock. Then one of the great 
vice presidents, or at least the ablest 
of his assistants, listens to the horrors 
of the situation and then shouts ‘Meet 
It! and falls back exhausted. ‘That, 
gentlemen, is petroleum marketing 
as it is today.” Dwight T. Colley, vice 
president of marketing, Atlantic Re 
finine Co. 


lowest posted 
special 


office and 





0 


universal joint action 


HOSE 
SWIVELS 





| | twisting 
kinking 
tension 


short shank type 
for use on all 
conventional 
nozzles 


iu 


waeeres 


long shank type 
for use on all 
automatic 
shut-off nozzles 


OPW Hose Swivels make gas 
tank fill-pipes easier to reach, 
hose much easier to handle, pre 
vent or reduce tension damage to 
hose caused by “stretching” to 
reach fill-pipes of cars not close 
enough to gas pump 


Get Bulletin F-43 today. 


| OPW CORPORATION 


2735 COLERAIN AVE 
CINCINNATI 25, OHIO 
Kirby 1-5400 





You'd look twice 
at a can for 
an auto jack... 

















but motor oil in cans 





containers as has quality motor oil with the round can de- 
signed expressly for it. The two are inseparable in the minds 
of today’s motorists. 


iS a natur al | Few products have become as closely identified with their 


Americans are convinced that oil in cans is quality oil—clean, 
unadulterated, and identified by a brand name they know 
and trust. By putting your oil in cans, you take full advan- 
tage of this broad consumer acceptance. 


Yes, the motor oil can is a natural—for the refiner, the dealer 
and the motorist! 


American Can Company 


WORLD LEADER IN METAL CONTAINERS 
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Regions 


Present four stations are “just a beginning”’—with $500,000 earmarked for additional units during next few years 


“Sonic’: Jacksonville's Newest Brand 


What happens when a management consultant, an engineer and a banker 


team up in a private brand operation? Here's the Mason-Newton story 


MASON-NEWTON Oil Co., a new 
entry in the Jacksonville, Fla., private 
brand market, has a management 
makeup that more than hints at suc- 
cess: 

e Board chairman for the new 
chain, Raymond K. Mason, is a mort- 
gage banker and insurance company 
executive. 

e M-N president, 34-year-old Rus- 
sell Newton, is a Princeton graduate 
and former management consultant. 

e And his brother Dick, the vice 
president, is a Massachusetts Institute 
of Technology engineering graduate. 

Pooling their varied backgrounds, 
the banker-management expert-engi- 
neer team recently broke into the 
Jacksonville market, opening four 
low-cost, unbranded stations within 90 
days. 

How They Operate 
a local architect to combine rock- 
bottom initial cost with economy of 
operation, the units stay open 24 hours 

The company sells two grades of 
gasoline—regular “Sonic” and a pre- 
mium grade, “Super Sonic.” Prices 
are pegged 2¢ under major postings. 
Supplying Mason-Newton is a Jack 
sonville unbranded jobber, Colonial 
Oil Co., which in turn obtains product 
from Pure Oil 

Station sites have been 


Designed by 


selected 
By C. E. WRIGHT 
Special Correspondent 
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along heavily traveled routes, although 
tourist highways aren't receiving ma- 
jor stress. The company expects neigh 
borhood workers to 
provide the bulk of business. 

Iwo units, located in northwest 
Jacksonville, are brand new. The 
other pair, one in the city proper and 
the other in suburban Orange Park, 
are refurbished older units 

What the Stations Are Like—The 
station buildings are simply designed 


residents and 


19-foot 


There are no lube bays at 


with 40-foot frontages and 
depths 
present, but these may be added if 
needed 

Rest rooms are located tn the center 
of the buildings, flanked on one side 
by an office and on the other by a 
separate vending machine alcove 

The buildings have been pushed 
well to the rear of the lots, allowing 
plenty of space for customer cars and 
island pumps. One new unit has a 


Vending machine alcove is distinctive feature at Mason-Newton outlets 


NEWS 





Regions 


(Begins on page 19) 

three-island, six-pump setup, while the 
other new station has four pumps. 
This outlet has been chalking up the 
biggest volume of all four since open- 
ing, with present estimates of monthly 
gallonage at about 30,000. 

A kerosine pump at each outlet, 
Newton expects, will pump about 
1S%-20% of total volume during the 
winter season. Kerosine customers 
bring their own cans. 

Mason-Newton isn’t going in too 
heavily for TBA at present. Basic 
items such as tires, tubes, batteries, 
and fast-turnover accessories such as 
tank caps are handled, but whether 








Without Fusible Link 


added TBA emphasis is in the cards 
again depends on demand. 

Vending Machines Stressed—“We 
recognize that vending machines have 
become an important part of the 
service station business,” says Newton. 
“But instead of having them helter 
skelter around the stations, we’ve set 
aside a room for them.” 

The company has purchased some 
of the vending machines outright at 
prices ranging from $100 to $650. 
Others are installed on a commission 
basis. All are painted an orange shade. 

“You can’t go wrong with ciga- 
rettes, candy, ice cream and soft 
drinks,” says Newton. “With others— 





IMPACT SAFETY 
CHECK VALVE 
with fusible link 


© CUL y 


f 
tos | see? 


| Whatever 
the local 
regulations. i 





HERE’S SURE PROTECTION 


for remote control 


Tokheim’s line-up of Impact Safety 
Check Valves provides just the 
protection you need in case of 
pedestal collision —in case of fire. 
A model for every state regulation 
—every installation. 

Series 1098 snaps shut on 100- 
lb. blow to dispensing pedestal. 
Pendant disengages from poppet 


General Products Division 


pumping systems! 


stem; valve closes instantly. Series 
1099 has, in addition, a fusible link 
which melts at 160°—triggers valve 
shut; stops product flow. Cover 
plates are interchangeable to con- 
vert one valve to another. All are 


externally tamperproof . .. have 


" 


threaded or Dresser ends...1" or 


2” sizes. Write for literature today. 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
1650 WABASH AVENUE, FORT WAYNE, INDIANA 
Factory Branch: 475 Ninth Street, San Francisco 3, California 





Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (International) A. G., 
Lucerne, Switzerland; GenPro Inc,, Shelbyville, Indiana 
In Canada; Tokheim-Reeder of Canada, Ltd,, 205 Yonge St., Toronto, Ontario 
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hot soup, for example—we’re experi- 
menting and we'll make _ whatever 
changes our experience dictates. 
Above all, we regard vending ma- 
chines as a good selling tool and the 
profit margin is better than on gaso- 
line.” 

As still another customer lure, 
M-N cashes paychecks for industrial 
workers in the station’s area. Newton 
reports that this service works well 
—station sales invariably accompany 
the check cashing. 

Cost So Far—While Mason-Newton 
aims for corner lots for station sites, 
these will be overlooked if the price 
is prohibitive. The company is deter- 
mined to hold down land costs along 
with station costs. 

Total investment so far in land and 
buildings has been held to $80,000. 
This is for the first four units, and 
a big portion of this amount went 
for land (one of the stations has 300- 
foot frontage, another 230 feet). 

And, says Newton, this is just the 
beginning. The company has ear- 
marked some $500,000 for new sta- 
tions to be opened during the next 
two to three years. 

On a basis of $20,000 a unit, this 
would mean Mason-Newton will be 
operating a 30-unit chain by 1961 if 
it sticks to its proposed timetable. 

C. E. Wright 


e A new twist in jobber manage- 
ment institutes: The Georgia Oil Job- 
bers Assn. concentrated on one sub- 
ject (development of the dealer) 
instead of taking up several at this 
year’s management conference. It was 
held at the University of Georgia. 

For two and a half days, 20 jobbers 
developed solid information on two 
aspects: sources of dealers and finan- 
cing dealers. A transcript may be 
made. 

Another first for a jobber group 
was the showing of Dow’s film, “A 
Bill of Particulars,’ a psychological 
study of dealers. 


e Georgia oil men are watching 
development of two “inland ports” 
that will undoubtedly affect the area’s 
marketing. 

One is Bainbridge, Ga., about 135 
miles inland from the Gulf of Mexi- 
co, now receiving substantial amounts 
of oil by barge. The Flint River has 
been made navigable to a depth of 
nine feet. 

Another is Augusta, 130 miles 
from the Port of Savannah on the 
Atlantic. Money is now available to 
improve the Savannah River channel 
to nine feet. Charles T. Dixon 

more regions on page 23 
1958 
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Whether you operate one truck or twenty trucks, you can’t buy a tire that costs 
less per mile than Firestone. Billions of miles of carefully kept fleet records 
prove Firestone truck tires outwear all others. 


Firestone has always built extra stamina into every Firestone truck tire. But 
now Firestone brings you a brand-new kind of tire rubber—Firestone Rubber-X. 
Exhaustive truck tire tests proved Firestone Rubber-X is the longest wearing 
rubber ever used in tires! 


Teamed with S/F (Shock-Fortified) cord, Firestone Rubber-X means still more 

trouble-free mileage, still lower costs per mile. No wonder now more than ever, 

more going concerns go on Firestones! Ask about Firestone Rubber-X at your 

Firestone Dealer or Store. That's the place for fast, dependable service, too! TRANSPORT SUPER ALL TRACTION 


YOU CAN'T BUY A TUBELESS OR TUBED TIRE y- 
THAT COSTS LESS PER MILE THAN FIRESTONE Fi res tO n @ 


Copyright 1958, The Firestone Tire Rubber Compar BETTER RUBBER FROM START TO FINISH 
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‘EXTRACTA™ pumps 


give you ALL these advantages 
of Remote Pumping 


NCE—Elir 


: pumps, motors and ar eliminators from the 
tal, togeth 


‘sai 
Tl: 


er with the simple efficient design of the 
‘Extracta’’ submersible pump, reduces maintenance ex- 
pense of dispensing equipment to a minimum. 


MAXIMUM FLEXIBILITY IN FUTURE PLAN- 
_NING— With remote pumping, islands, tanks and dis- 
pensers can be located most anywhere without affecting 
-the — of the pumping equipment, The use of 
Red Jacket submerged Fra prepares your stations for 
any future changes in dispenser design. 


ELIMINATES VAPOR-LOCK—With the ‘‘Ex- 
tracta” submersible pump, gasoline is pushed from the 
tank instead of pulled to the island. Thus all gasoline is 
under pressure from the tank to the hose nozzle. 


USE OF LARGER TANKS — Larger tanks that take 
full transport loads can be used. Eliminates the high cost 
of split loads. There is no practical limit to the length of 
-avonetbed vertical distance from the tank to the dispenser 
nozzle. 


PERFORMANCE PROVED IN FIELD—By the 
largest manufacturer of 'y and '4 HP submersible gas- 
oline pumps. Red Jacket ‘‘Extracta’’ submersible pumps 
have proven the most popular, and are designed to give 
top performance when used with any make or future 
design dispenser. 


LESS INVESTMENT —One pump per grade of gas- 
oline can service as many as six dispensers . . . elimi- 
nating a pump and motor costs for each dispenser. Re- 
mote pumping requires less piping and allows the use 
of smaller piping. 


The complete line of Red Jacket Petroleum prod- 
ucts also includes Quart Stroke and Gallon Stroke 
Measuring Pumps, Continuous Flow Single Acting 
Hand Transfer Pumps, Sidewalk Poster Signboards. 


“petroleum 


equipment 





Contact Your Nearest RED JACKET REPRESENTATIVE 


For Complete Informatie 


R. M. “Mac” Crowder 
5719 W. Hanover St 
Dallas, Texas 

Henry D. Fairlie 

16 Beaver Street 
New York 5, New York 
R. L. Faubion, Sr. 

2525 S. W. Blvd. 
Kansas City, Missouri 
Joe R. Mooney 

3162 Chartres Street 
New Orleans 17, La 

E. P. “Ted” Muller 

784 Jersey Street 
Denver 20, Colorado 
R. E. Sanderson 

222 11th Street 

San Francisco 3, Calif 


PETROLEUM EQUIPMENT DIVISION e 


NATIONAI 


Nebar Supply Co., Inc. 

3000 Western Avenue 
Seattle, Washington 

A. R. Sedgebeer & G. W. Mullin 
2711 South Hill Street 

Los Angeles, California 

A. L. Sobey 

624 South Michigan Avenue 
Chicago 5, Iinois 

C.E. “Red” Weaver 

4223 Cincinnati-Brookville Road 
Hamilton, Ohio 

John F. Youn 

6800 Kelly Street 
Pittsburgh 8, Penna 

E. “Al” Zahi 

1516 So. Sth Street 
Minneapolis, Minnesota 


om RED JACKET Manufacturing Company 


Davenport, lowa 
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The East: Two States Raise the Gasoline Tax 


Twin anniversaries... 
Tidewater’'s bid tops 


GASOLINE carries more of the tax 

burden in New Jersey and Rhode 

Island these days. Both states have 
hiked their motor 
fuel taxes. 

New Jersey 
boosted fuel tax- 
es from 4¢ to 5¢ 
a gal. and expects 
to collect an addi- 
tional $17.7-mil- 
lion. The money 
is earmarked for 
matching federal 

Citidins Wetiteeen highway funds. 
East Coast Editor The Rhode Is- 
land tax is now 6¢ a gal., up 2¢. The 
hike was part of a tax-increase pack- 
age designed to bring in $10-million 
in extra revenue. The fuel tax boost is 
supposed to account for $4.6-million 
of that increase. 


© Two jobberships in New York are 
starting their second half-century with 
Socony Mobil Oil Co. 

They're Marks & Wilcox, Inc., of 
Old Forge, and Raquette Lake Supply 
Co. of Raquette Lake. 

To celebrate the twin golden anni- 
versary—Socony was host to the two 
companies and their operating heads at 
a party in Utica. Among those present 
was Glenn L. Werly, Socony’s domes- 
tic marketing manager. Commemora- 
tive plaques were given to both com- 
panies. 

Walter D. Marks and Charles E. 
Wilcox make up the Old Forge job- 
bership. Dennis Dillon heads Raquette 
Lake Supply; he’s the son of the foun- 
der, who died in 1948. 

Marks & Wilcox operate 10 modern 
service stations; Dillon has five. Both 
companies handle kerosine, fuel oil 
and marine and aviation fuels. 


e Tidewater came out on top in 
bidding for two stations controlled by 
Connecticut State Highway Dept. 

For 0.08375¢ a gal. royalty and 
$500 a month rent, Tidewater now 
operates a Wilbur Cross Parkway out- 
let in Orange that had been a Calso 
station. The dealer-operators didn’t 
come up to Tidewater’s bid with their 
offer of 0.0829¢ gal. Jobber Frank 
Durso (Crown), Atlantic, Socony 
and Cities Service also bid on the 
Orange outlet. 

For 0.0765¢ a gal. royalty plus the 
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and New York, too. Central Maine 
Oil Co., Inc., of Pittsfield, Me., and 


same monthly rent, Tidewater re- D. K. Briggs, Inc., of Great Bend, 
newed its lease to run an outlet on N. Y., are now Tidewater consign 
Wilbur Cross Highway in Union. 
Other bidders, way on the low side: 
Socony Mobil and Cities Service. 


ment distributors. 

Central Maine, run by John 1 
McMann, former Tidewater employe 
will lease Tidewater’s Pittsfield ware 
house. Main bulk plant is at Hartland 

Briggs’ main bulk plant is at Her 


Tidewater is on the move in Maine 


ECLIPTIC FAUCET 


¥ LIGHT WEIGHT 
sf LOW COST 
-¥ FAST FLOW 
-Y SIMPLE DESIGN 
-/ BUBBLE-TIGHT 


[eu Whyyugye 


Note: Newly improved Buna N 
"O" ring seals bubble tight 
—easily replaced. 


Sprung Coaded in Open and Closed Positions 


Betts’ newest —a balanced faucet requiring no latches 

Easily operated, this compact, fast acting valve is available 

in 3° and 4° sizes with either a flanged or threaded 
connection. Body is cadmium plated. Specify Warren products 


by Betts for tomorrow’s revolutionary designs today! 


MACHINE COMPANY 


WARREN, PENNS VYLVANIA 


manufacturers of Warren valves and "'Snap-Seal’’ lamps 
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FUEL OIL MAN SAYS: 
OUR DRIVERS 
LIKE H-R HOSE! 


Bill Miles of the New Canaan Fuel and Lumber Company, New 
Canaan, Conn., writes us: ‘‘Our drivers like H-R hose because it is light 
in weight, rolls on and off the reel easily without a lot of twisting that 
takes extra time to straighten out ... From years of experience we 
always choose Hewitt-Robins hose.”’ 

Also finding favor among fuel oil distributors is Hewitt-Robins’ new 
134" diameter fuel oil hose. With lighter weight, longer service life, 
faster delivery rate at working pressures up to 150 pounds per square 
inch, it represents the most you can get out of your fuel oil hose invest- 
ment. For information or service, contact your local H-R representa- 
tive or Hewitt-Robins, Stamford, Conn. 


CONVEYOR BELTING AND IDLERS...POWER TRANSMISSION DRIVES 
INDUSTRIAL HOSE...VIBRATING CONVEYORS, SCREENS & SHAKEOUTS 
H-R Product Manufacturing Plants in Buffalo, N.Y. © Chicago, Ill. ¢ King of Prussia, Pa. * Passaic, N. J 


Amsterdam, Holland ¢ Johannesburg, South Africa « London, England ¢ Montreal, Canada ¢ Paris, France 
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(Begins on page 19) 
rings, but it’s taking over Tidewater’s 
plant at Watertown on a lease basis. 


e Texaco is starting to push its 
branded heating oil, Fuel Chief. It’s 
out fishing for distributors. 

It landed a big one when Suburban 
Fuel Oil Service, Inc., of Mt. Vernon, 
N. Y., a private-brand heating oil 
distributor, signed up. Suburban owns 
and operates barge terminals at Mt. 
Vernon, Rye and Long Island City, 
with a total capacity of 7-million gal. 
Sales are about 40-million gal. of 
light oils and 15-million gal. of heavy 
oils. 


¢ Tom Clemente and Dominic 
Candreva, fuel oil truck drivers for 
Paragon Oil Co., Long Island City, 
braved a Brooklyn fire to rescue three 
adults and three children before fire- 
men arrived on the scene. 

Sitting in a diner for an early mor- 
ning cup of java, they saw smoke 
coming from a building across the 
street. They ran into the burning 
building, broke down a locked door, 
awakened the sleeping residents and 
led them to safety. They still had time 
to move their trucks out of the dan- 
ger zone before fire engines arrived. 


The Midwest 


Champlin sells stations 


... Standard moves maps 


CHAMPLIN OIL & REFINING is 
selling at least 10 service stations to 
the University of Chicago and leasing 
them back. The stations are in Ne- 
braska, South Dakota. and Oklaho- 
ma. Champlin will buy back the sta- 
tions, and pay the university a set 
rate of return over a specified period. 


e Phillips Petroleum Co.’s Minne- 
apolis sales division has moved into a 
new building at 215 S. 11th St., Min- 
neapolis, Minn. The new facilities 
provide 25% more floor space for 
135 employes. 


e The Shelby County (Kentucky) 
farm bureau is reported considering 
setting up a gasoline co-op in partner- 
ship with Southern States Coopera- 
tive. Shelby’s investment would be 
$100,000. 


e Standard of Indiana dealers in 
15 Midwest states plan to have dis- 
tributed 9,010,000 road maps to trav- 
eling vacationers by the end of the 
summer. 

more regions on page 26 
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THE PUMP THAT WON ACCEPTANCE 


by Unsurpassed Performance 


iif 

io “LP 
MICRO-ACCURATE METER 
Smoother, quieter 2 cylin- 


der design; easily adjusted 
by turning knob on top. 


LONGER SERVICE SOLO PUMP 
Contains pump, motor, strain- 
ers, bypass valve, air elimi- 
nator, check and pressure relief 
valve and float chamber in 
one compact unit. 














wavnn monet G) 


Years ahead in quality and performance this pump is built for more 
business now and in the future. It is new in every concept of 
longer, quicker and lower cost service. Modern exteriors of long 


lasting sparkling finishes and functional stainless steel. 


Inside this pump is a rugged mechanism unsurpassed for long 
service. New computer, meter and solo pumping unit developed, 
torture-tested and proved by Wayne engineers and in 

thousands of locations to provide smoother, quieter operation 


and trouble-free performance. 


For unsurpassed performance in any location specify the 

Wayne Soloramic Model 90. Write for full details and engineering 
data to the Wayne Pump Company, Division of Symington 
Wayne, Salisbury, Maryland. 


lip 




















THE WAYNE PUMP CO., DIV. SYMINGTON WAYNE CORP. SALISBURY, MD. 
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Phillips Spreads Into Canada 


PACIFIC PETROLEUMS, LTD., is 
expanding its marketing operations in 
interior British Columbia. 

Plans include the building of two 
new service stations this summer in 
the Prince George area, an oil prod- 
ucts bulk storage plant and ware- 
house on C. N. Railway in Prince 


\\I / 
Extra 


George, and an unspecified number 
of service stations later in other 
towns in the B. C. interior. 

Products will be marketed under 
Phillips 66 brand name. They'll be 
transported to Prince George by truck 
and train from refineries at Dawson 
Creek and Taylor, B. C. 


rofit 


this Fall from 


“WORLD’S LARGEST” revolving 
clock is put up by Carter Oil Co. atop 
a building in Billings, Mont. Gov. J. 
Hugo Aronson throws the switch that 
starts the 21x32 ft. timepiece turning. 
Carter says the “world’s largest” claim 
was verified by the Smithsonian Insti- 
tute, mews services, and the clock 
industry. 


CARTER’S TRADEMARK shows on 
the reverse side as the clock revolves 
every 52 seconds. It stands 128 ft. 
from the ground, can be seen two 
miles away in daylight. At night it’s 
illuminated by 1,000 feet of neon tub- 
ing. Built into the clock is a civil 
defense loudspeaker system. The sys- 
tem announces the time hourly and 
broadcasts a daily newscast at noon. 


CARTER OFFICIALS apply lubricat- 
ing oil to the ball bearing that sup- 
ports the 8-ton revolving mechanism. 
Entire structure, including a 48-ft. 
tower, weighs 16 tons. Carter vice 
president John M. Sprague holds the 
1212 -lb. bearing. 

Frank Pitman 
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The Southwest: Private Branders Cause Sparks 


What ‘bypass’ means... 


Jobber switches again 


THERE ARE SIGNS that the tre- 
mendous independent and_ private- 
brand growth in the Southwest is be- 
ginning to cause 
the friction that 
some major 
camps have been 
expecting for sev- 
eral months now. 

Especially in the 
last two years the 
Gulf Coast supply 
picture and other 
factors have lured 
many newcomers 

By Marvin Reid into the South- 

Southwest Editor west private - 
brand field. New ones are still popping 
up. This has caused a wider distribu- 
tion of gallonage. Some accustomed 
to big volume apparently are begin- 
ning to feel the pinch. 

Late in May, for example, Site Oil 
put in “weekend special” prices at 
some of its Southwest stations. In 
June, Hudson Oil in Houston dropped 
its pump postings to 11.9¢ (ex taxes) 
“to teach the sandlot boys a lesson.” 

These two instances may or may 
not be significant at this stage. But 
they do indicate the smaller, individ- 
ual private branders are making in- 
roads. Some majors have been ex- 
pecting “dog fights” to be the end re- 
sult of the private-brand buildup. And 
apparently they are ready to move 
fast to meet them. 

All of which could mean some hel- 
latious retail battles in coming months 
in these parts. 

There are more rumors in the ever- 
mysterious unbranded field than on 
an army troopship. Some that have 
been circulating in the Southwest in- 
clude: 

e A report that a_ big 
brander is under-pricing independent 
refiners and selling to their small 
private-brand accounts. He’s able to 
do this, they say, because of a top 
price deal he made with one Texas 
independent refiner. 

e A persistent rumor that the Bay 
brand will move into the Houston 
area soon. Tennessee Gas Transmis- 
sion, which owns Bay, claims to have 
no immediate plans for such a move 
Competitors say it does. 

e Schwegmann Bros., a New Or- 
leans super-market chain, reportedly 
6,000-8,000 gal. per day 


ger . “ne 


private 


is selling 
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through one of two stations it has at 
its supermarkets. Premium is sold at 
the price of miajor-brand regular. 
Some New Orleans marketers blame 
this practice for the city’s retail price 
wars (off and on since last fall) 

e A. big Houston supermarket 
chain also is reported very interested 
in selling gasoline at its stores, but has 
backed away so far because it’s seek 
ing a self-operated system that will 





NEWS 


deliver a_ ticket with 
each purchase. This same outfit re- 
portedly has five locations in New 
Orleans and will move into that city 


automatically 


soon. If it does—and retails gasoline 
what will happen when it locks 
horns with Schwegmann’s? 
@ Odds and Ends—What does the 
Gulf by-pass plan mean in terms of 
dollars to its commission agents? One 


agent in Louisiana claims he gets 





For Bulk Plants, Tank Farms, Terminals: 


Regions 


$30,000 knocked off his commission, 
saves $10,000 by eliminating one de- 
livery truck, ends up grossing $20,000 
less per year. 
“ 

Holland, Jr., Ft. Worth, 
reports Holland Oil 
set a volume record in April, then 
broke it again in May by “not being 
perturbed about any so-called reces- 
sion.” 

Another jobber, Amoco’s Curtis 
Parker of Shreveport, La., had plan- 
ned to build three new stations this 
year but has backed out 

e 


Barney 


Texaco jobber, 


Bob Pederson of Kilgore, Tex., who 
recently switched from Premier to 


1 


Variable displace- 
ment rotor block 


Sealed end 
ball bearings 


i 4 


rem: 


Dry seal iatininacal 


7 Over-sited stress- 


proof steel shalt 


Dynamically 
balanced impeller 


Phillips, has also made another switch. 
A private-brand chain he’s a partner 
in is now flying the American Petro- 
fina flag. 

e For the “screwy law” depart- 
ment, chew on this one. The Louisi- 
ana legislature this summer had a bill 
before it to outlaw the wiping of car 
windshields with a chamois. The bill’s 
sponsor reportedly got mad because a 
film stayed on his windshield after it 
was wiped. 


oa 
Schwegmann’s super-market stores 
in New Orleans, besides selling gaso- 
line now, have been upsetting the 
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Built-in check 
valve 


High capacity 
priming pump 
rotor 


~ om 
—— => + 5 

— Streamlined 

suction inlet 


Rugged channe! 
iron base 


) reasons to buy 
Roto-Prime Pumps 


a centrifugal pump 
designed specially for handling petroleum products, 


lubricating oil market there for a long 
time. They sell major-brand oils: re- 
tail 65¢ oil for 40¢, 55¢ oil for 35¢, 
and 45¢ oil for 30¢. 
e 

Employes of one Southwest major 
reportedly must buy their gasoline 
from the company’s branded stations 
that “stay in line” on prices, if they 
wish to be reimbursed on their ex- 
pense accounts. One of the company’s 
dealers claims that if gasoline is 
bought at a station posting prices 
higher than it considers “normal,” 
tickets aren’t honored 


| The Northwest 


Oregon private branders 
get together too 


AN INDEPENDENT JOBBER or- 
ganization has been formed in Ore- 
gon. 

Called the Oregon Independent 
Brand Petroleum Jobbers and _ Dis- 
tributors Assn., it was organized at 
Portland in May. 

A similar organization is reported 
being formed in the Seattle, Wash., 
area. 

Prime mover in the Oregon forma- 
tion was Vic Milnes of Medford. 
Secretary-treasurer Forrest Tower of 
Portland says the association was 
formed for “mutual aid and informa- 
tion exchange.” 

Twenty-two individuals represent- 
ing 19 companies attended meetings of 
the association the first month. They 
are: Newton P. Lesh, Time Oil, Port- 
land; Jim Fowler, Regal, Portland; 
Forrest H. Tower, Rocket, Portland; 
B. T. Mennis, Signal, Salem; Ted 
Kightlinger, Golden Eagle, Salem; 
Jack V. Dahl, Dahl Oil, Portland; 
Jess Truax, Pride of Oregon, Corval- 
lis; Merritt Truax, Pride of Oregon, 
Salem; Walt Pavey, Pride of Oregon, 
McMinnville; John  Leel, Signal, 
Portland. 

Cliff Marcy, Westway, Roseburg; 
Don Rogan, Golden Eagle, Roseburg; 
Ken Linder, Time, Roseburg; Frank 
Boresek, Independent, Coos Bay; Ray 
C. Borger and Charles Rickabaugh, 
Golden Eagle, Eugene; Edwin Zietz 
and Ray Wolf, Independent, Eugene; 
James S. Anderson and John Skillern, 


designed for maximum efficiency and positive self- 
priming on suction lifts. 


Veltex, Eugene; Vic Milnes, Fortune, 
Medford; Jim Brorby, Golden Eagle, 
Eugene. 

Membership excludes commission 
agents.—Ray Bloomberg 





The cut-away picture above of the Gilbarco Roto- 
Prime illustrates the 9 features which make this 
pump the most versatile in the petroleum handling 
industry. Write today for full information on why 
the Roto-Prime is your best buy. 


Gilbert & Barker 
Manufacturing Co. 
West Springfield, Mass. 
Toronto, Canada 
more regions on page 30 
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FUL-SAFE F) 


Crown 


c ANY 
Rown Cork a sear comPa’ 


How to package oil 


for a great little market 


for closures 
for containers 
for machinery 


PETROLEUM NEWS 


Motor oil sales can get a boost with this exclusive 
new Crown package —the ‘“‘Ful-Safe 15’’. It’s the new 
15-ounce can especially designed to meet crankcase 
capacities of popular small cars. 


The ‘“‘Ful-Safe 15” also provides an extra measure of 
full crankcase protection for high-speed, high-per- 
formance engines when a full quart is not needed. Here’s 
a real sales opportunity! 


This is another example of how Crown helps ferret out 
new merchandising opportunities for your products. 
Call the Crown man for consultation on packaging, 
processing or filling problems—or new ways to serve 
your markets. Crown Cork & Seal Company, Inc., 
Can Division, 9300 Ashton Road, Philadelphia 36, Pa. 


ROW 


CROWN CORK & SEAL COMPANY, INC. 
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Superstorage for a Superstation 
FIVE 20,000-GAL, TANKS go into the ground at Lake Forest, Ill., site of one 
of five $2.5-million Indiana Standard service centers on the Northern Illinois 
loll Highway. Standard believes the 100,000-gal. total storage is the greatest for 
any station in the country. Each station can handle 40 cars at 20 dual pumps. 





WAYNE|ROTARY PUMPS 


In bulk plants . . . on trucks Wayne Rotary Pumps have proved 
their unsurpassed qualities to stand up and take it. They are 
ruggedly built with radial thrust bearings and rigid base to 
prevent distortion or misalignment. Special bearing seals keep out 
dirt. Exclusive Wayne rolling gear tooth design assures greater 
capacity, higher speed and more compact size. 
You can get a Wayne Rotary Pump to fit every pumping need 
—capacities from 35 to 300 GPM for pumping volatiles to 
GREATER asphalts. Write for selection chart and application handbook to 
CAPACITY The Wayne Pump Company, Division of Symington Wayne Corp., 
° Salisbury, Maryland, Fort Wayne, Indiana, Toronto, Canada. 
QUIET 
OPERATION 





LONGER LIFE 
EASIER 
INSTALLATION 


The West 


New HQ for Tidewater 
... Standard expands 


TIDEWATER OIL CO.’S new $10- 
million national headquarters build- 
ing in Los Angeles is nearing com- 
pletion. It’s to be ready for occupancy 
in November. 

The 6-story building contains 427,- 
000 sq. ft. of floor space. A 3-level 
basement provides parking space for 
400 cars. 


e Standard of California is expand- 
ing its refinery at Richmond, Calif. 
The company’s putting in a 40,000 
b/d fluid catalytic cracker to increase 
production of motor gasolines. 

H. G. Vesper, president of Stand- 
ard’s Western Operations, Inc., says 
the project’s “a step forward in the 
manufacture of motor fuels tailored 
to the needs of today’s modern, high- 
powered autos.” 

Completion is scheduled for the 
summer of 1959. 


e George F. Moore has dropped 
his triple-damage suit against seven oil 
companies that allegedly refused to 
supply his cut-rate service station in 
Seattle. 

The U. S. Supreme Court recently 
refused to review the case and Moore 
had been expected to seek retrial. 

Principals refused to comment on 
a rumored out-of-court settlement. 
Moore’s station, idle since 1952, was 
reportedly bought by Flajole Brothers 
Service, a Shell station across the street. 

A federal court jury several years 
ago awarded Moore triple damages of 
$240,000, but the Ninth Circuit Court 
of Appeals granted the oil companies 
a new trial because of errors in the 
original trial. 

The oil companies involved are 
Standard of California, Shell, Texaco, 
Richfield, General Petroleum, Tide- 
water and Union. 


@ Washington Water Power Co. is 
putting on an intensive sales cam- 
paign for natural gas in the Pacific 
Northwest. The company is spending 
$3-million in the next 18 months to 
extend service facilities. 

The merger of Spokane Natural 
Gas Co. with WWP became effective 
in June. Spokane had just completed 
gas lines for systems at Pullman and 
Colfax, Wash. 

WWP now plans to construct dis- 
tribution systems at Coeur d’Alene 
and Moscow, Idaho. It is expanding 
facilities in Spokane. 
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Maine Oil and Equipment Dealers 





Blueprint for Better Profits 


DOWN EAST heating oil distributors 
got a blueprint for better profits at 
the annual meeting of Maine Oil & 
Heating Equipment Dealers Assn. 

Distributors were told what im- 
proved financial records they each 
should keep to give them a better in- 
dication of how they’re doing. The 
group’s marketing committee says its 
long range plans include the use of a 
standard accounting system to make 
cost surveys—statewide and by trad- 
ing areas. 

Ross Stevens, CPA, says standard 
accounting procedures will make cost 
survey figures more meaningful. 

When to Change Over—Changing 
over to the standard method, Stevens 
told oil men, could be done best in 
the slack season. This may require 
some part-time help, but streamlining 
office procedures through greater use 
cf office machines may save enough 
time to pay for it. He said many office 
procedures were “completely out of 
date.” 

“Records of a majority of compa- 
nies,” Stevens said, “would satisfy in- 
come-tax people but are not detailed 
enough to give good management the 
complete cost picture of every part of 
their operation.” 

Everyone to Degree-Day—About 
50% of Maine’s oil men use degree- 
day deliveries, and the rest should 
pick up the system, says Robert P. 
Ferguson, manager of Esso Standard’s 
economic and marketing research di- 
vision. 

Oil men would give better service 
to their accounts by using the degree- 
day system, and would increase their 
own operating efficiency, he said. And 
oil men would find that degree-day 
totalizers are more accurate than maxi- 
mum-minimum thermometer readings, 
he added. “The latter can introduce 
errors in the spring and fall,” Ferguson 
said. “If we can be more accurate we 
can cut the minimum reserve in tanks 
and thus be more efficient.” 

Better Way to Figure Costs—To 
get a better idea of the costs of doing 
business, says John A. Hassey, New 
England fleet manager for Cities Serv- 
ice, oil men should figure “gallons de- 
livered per mile” and “gallons deliv- 
ered per drop.” Using only “gallons 
delivered per hour,” he said, wouldn't 
give them a true picture. 

He advised the oil distributors to 
drop will-call customers because they 
lower gallons delivered per hour and 


per mile. “You'd be better off without 
them,” he said. 

Oil men were advised by Hassey to 
look to larger capacity tanks on trucks 
to reduce the number of reload trips. 
“You can figure you lose at least an 
hour each time your truck comes back 
to fill up,” he said. But at the same 
time he warned oil men to stick to 
2-axle equipment. Three-axle jobs, he 
said, can become cumbersome in tight 
spots. 

Keep Records Simple—Hassey told 
oil men to keep maintenance records 
simple, up-to-date and easy for any- 
body to use. “If you’re not careful,” 
he said, “records can cost you a lot 
of money and nobody will use them.” 

Oil distributors should keep away 
from transports and trailers unless 
they can make full use of them. “Any- 
body who puts $18,000 into a rig and 
doesn’t use it is losing money,” he 
added. “Don’t buy a rig just to save 
the 3% federal transportation tax.” 


Penn Grade Crude 





Imports, Optimism 


INDEPENDENT Petroleum = Assn. 
of America was the target of sharp 
criticism during the annual meeting 
of the Pennsylvania Grade Crude Oil 
Assn. 

Speaking to PGCOA, Frederick H. 
Mueller, assistant secretary of com- 
merce, defended the government's 
voluntary oil imports program and 
lambasted pleas for mandatory con- 
trols. He said it isn’t true that the 
U. S. is flooded with foreign oil or 
that the voluntary imports program 
has been a failure. 

Mueller singled out the Independ- 
ent Petroleum Assn. of America for 
exaggerating the danger of imports, 
and accused IPAA of yelling “wolf” 
too often. He reported that “since its 
founding in 1929, IPAA has asked 
for restrictions on foreign imports 
over 50 times,” with all but one of 
the requests turned down 

Cautious Optimism You'd have 
thought PGCOA would be meeting in 
a cloud of gloom, what with the over- 
supply problem and Sinclair’s shutting 
down a refinery three days before. But 
it wasn’t. While members weren't 
jumping for joy, the general feeling 
was that things would work them- 
selves out by fall. 
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= 
SLIPS ON , 0/ HOLDS TIGHT 
NaTi 2° 


The Fastest, Safest 
Gurest Coupling Known 


NEVER FAILS 


BRONZE * ALUMINUM + MONEL 
STAINLESS STEEL + SEMI-STEEL 


ALL STYLES OF ADAPTORS FIT 
IN ALL STYLES OF COUPLERS 
OF THE SAME SIZE. 
Perfectly tight, no-leak connection in seconds 
OPW Kamloks couple and uncouple instantly 
regardless of “hook-up”. 
Write for New Free Catalog F-10R 





OPW CORPORATION 


2735 COLERAIN AVENUE 
CINCINNATI 25, OHIO Kirby 1-5400 
VALVES «+ FITTINGS + ASSEMBLIES 
FOR HANDLING HAZARDOUS LIQUIDS 








mn Mid form 
DYE CONCENTRATES* 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER COLORING OF PETROLEUM PRODUCTS; ELIMI- 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE @ LESS SKILL 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN- 
ISHED PRODUCT ® THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE COLORING ® CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT ¢ THE USE OF DYE CONCENTRATE IN- 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 


Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


Dye concentrates 
can be prepared A . CALL US COLLECT 


to customer a : _ FOR FAST 
specifications. ~~ b, ACTION 


. 
Samples and f . hh) N PHONE 
description ; WAKA Mulberry 


‘ -1726- 
panes FOR THE PETROLEUM INDUSTRY 4-1726-7 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


*Patent, Pending 


PATENT CHEMICALS INC. 


Manufacturing Division: 335 McLean Blyd., Paterson 4, New Jersey 


PATENT FUELS & COLOR CORP. 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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Bennett invites 
maintenance cost comparison 


VA 


re 


All-metal precision meter 
s 


Unit pumping assembly 


























Open the door of a Bennett pump, and immediately 
apparent is the superb engineering, outstanding craftsmanship 
and painstaking attention to detail that have made 
Bennett pumps world famous for low operating and 
low maintenance costs. Every operating component is 
readily accessible for preventive maintenance. 








When you operate a Bennett pump alongside of any other 
* pump, you will see for yourself why Bennett pumps are the 
standard for comparison with oil marketers everywhere. R 

















Today, when maintenance costs have such an important 
* bearing on profits, Bennett pumps are an outstanding 
investment that pays substantial dividends. 


You can’t discount Bennet quality 


THE STANDARD FOR COMPARISON 


JOHN WOOD COMPANY sennert pump pivision, Muskegon. Michigan 


IN CANADA: JOHN WOOD COMPANY LIMITED © Toronto + Montre: Winnipeg * V ver 





Bennett oil merchandiser 
plus THE RULE OF 4 plan 


helps sell more oil for you 


Put your oil business OUT FRONT with a Bennett Oil Mer- 
chandiser. Designed by service station experts to put oil where 
it is most convenient for you to reach and for your customers 
to buy, the Bennett Oil Merchandiser saves time and steps and 
helps sell more oil faster. 

Built-in can drainage and disposal keeps station clean. Panel 
lock prevents pilferage and eliminates need for moving when 
station is closed. Available in models with illuminated adver- 
tising panel or 4 casters for mobility and swiveling on tight 
island installations. 





JOHN Woop COMPANY , Bennett Pump Division, 


. OHN District Offices: Albuquerque * Atlanta © Baltimore * Boston « Charleston + Chicago 
nye) Cleveland + Dallas * Denver + Detroit * Kansas City © Little Rock * Los Angeles * New Orleans 
) New York © Philadelphia + Pittsburgh * Rochester * Salt Lake * Seattle * St. Paul * San Francisco 
4 + 


N CANADA: JOHN WOOD COMPANY LIMITED © Toronto * Montreal + Winnipeg * Vancouver 
EXPORT: John Wood International Corporation, 20 Broadway, N. Y., Cable " WOODINTER 





MOTOR OIL SALES INCREASE! 


© 


RATIOS IMPROVE! 


( 


ie 


LETT 37, mA | 


FREE “RULE OF 4” plan 


Write today for Bennett's Oil Mer- 
chandising Plan and learn how you 
can increase oil sales and profits. 


Door panels IIluminated advertising 
quickly and easily panels sell more oil 
“secure” display. night and day. 





OUTDOOR SALES-PICTURES 
SELL FOR HEET! 











HEC PROTECTED / 


das lines never freeze 














Outdoor Advertising 


Poater designed by Arthur Meyerhoff & Company, Inc 


Mr. Mark Aisner “We’re now going into our tenth consecutive year 
Sales Manager & Marketing Director 
Heet Division of DeMert & as Si ™ 
Dougherty, Inc., says: Outdoor Advertising helps keep Heet sales climbing! 


of Outdoor Advertising for Heet because we know 


8 out of 10 people remember Outdoor Advertising!’ 


Standardized Outdoor Advertising, 24 and 30-sheet Posters—and Painted Bulletins. oO A i 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers — Starch Continuing Study of Outdoor Advertising 
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SCHRADER VALVE CORES outper- SCHRADER VALVE CAPS provide 
sore avery other core on the maximum sealing force with mini- 
Pp 


market 


ed interchangeable the world 250 ibs. pressure. Doubly rein- 
¥ f, 


f 
| 
| 
| 
| 
| 


DO TUBE /TUBELESS TIRE REPAIR JOBS BETTER 
AND FASTER WITH SCHRADER 


des ¢ Fee aw | Fig baad se ee 


Every tire on every car that comes in deserves 


30-SECOND SCHRADER INSPECTION 


You couldn’t spend two minutes of your time more profitably. Not only does “air” inspection 
service give your customer the greatest safety and tire performance — but it lets you discover 
important new tire business. Gauging and adjusting air pressure in seconds per tire is easy with 
Schrader Air Products. Ask your supplier about the gauges, chucks, airlines, and caps and cores 
that make this service possible ... from Schrader. 





SCHRADER PENCIL-TYPE GAUGE is handy, dependable, and a genuine 
Schrader quality product. #7750T 


= \ SCHRADER AIRLINES AND FITTINGS 
= t) Goageane are available in complete lines, Se- 


lect components to fit your needs. 


All parts align perfectly, mum effort. Guaranteed airtight to 


forced. 


I 
| 
| 
| 
| 
| 
| 
I 
| 
| 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Company, Incorporated 


FIRST NAME IN TIRE VALVES 





a FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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e first practical and guaranteed 


DATING ROOF 


FOR small diameter tanks in 
MARKETING, BULK STORAGE, PRODUCING 
and REFINING OPERATIONS. 


Suitable for storing gasolines, crude oils, and hydrocarbon chemicals. 


The HAMONDFLOTE COVER is constructed of rigid 
polyisocynate foam—a plastic material with exception- 
ally low density and high load carrying capacity. 


* CONSERVES VAPOR * PRESERVES PRODUCT 
PREVENTS CORROSION » LOW COST—NO MAINTENANCE 
UNSINKABLE + VIRTUALLY INDESTRUCTIBLE 
LONG LIFE—(more than 10 years expectancy) 


UNAFFECTED BY WORKING TEMPERATURES 
—(from —94° to +300° F) 


WILL BAY FOR ITSELF 
¢ EASILY INSTALLED OR REMOVED ‘ 


IN A FEW MONTHS. 
Write or call us and we will send our nearest representative & 
to give you full information. 


*Pat. Pending, Trade Mark reg. 


HAMMOND IRON WORKS 


744 BROAD STREET, NEWARK 2, N. J. 
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Along the Indiana Turnpike, installations of 
The ““OvERHEAD Door” increase the beauty 
of service stations .. . and help them give fast 
service. In case these doors are damaged, parts 
and service are immediately available. 


4 J * 
ot “A 


| SERVICE STATIONS ARE EQUIPPED WITH ‘THE 


fe 











— 


TRADE MARK 


In keeping with the service, efhiciency and modern good looks 
of today’s turnpikes, The ““OveERHEAD Door” is the overwhelm- 
ing favorite for service stations along the superhighways. In fact, 
The “SOveRHEAD Door” is being installed in more than 60% of 
all the fine new service stations across the nation. ‘Throughout 
the years, engineers for the great petroleum companies have 
learned the advantages of specifying The “OverHreap Door 

. America’s famous upward-acting sectional door and 
they know that expert installation and service are alway 


available—as close as the nearest telephone 


Wherever you plan to place new service stations, make certain 
that the stations are equipped with the world’s finest—and 
most attractive—upward-acting sectional doors. Specify The 
“OVERHEAD Door’... for the smoother operation, better servic 
and lower maintenance costs available only with this famou 


service station door. 


OVERHEAD DOOR CORPORATION 


General Offices: Hartford City, Indiana 
Manufacturing Distributors: Cortiand, New York; Hillside, New Jersey; Lewis- 


town, Pennsylvania; Marion, Ohio; Nashua, New Hampshire «+ Manufacturing 
Divisions: Dallas, Texas; Portland, Oregon+ In Canada: Oakville, Ontario 





In its attractive setting on the Ohio Turnpike, This service station on t) 1 
The “OveRHEAD Door” adds beauty and prkeuses The“Overntav Do 
efficiency to this station. No other upward- Aluminum Doors for ereater | 
acting door offers service station operators all utmost visthility. Virtu 

the advantages of The “OveERHEAD Door.”’ they never need paintir 


meh 4-4-1017 Vee lele] ae THAN ALL OTHER BRANDS COMBINED! 





Why This Sign Will Sell 
Anti-Freeze For You! 


PRESTONE 


BRAND 
ANTI-FREEZE 


DOUBLE 


GUARANTEED 
PROTECTION 


n 


- 


wlll 


AND 


OUR HERE'S MINE 


- GUARANTEE 


It’s the new plan that will 


mt. 


we 


4 
ali 


boost 


anti-freeze installation service! 


Now your dealers can really sell anti- 
freeze installation service under 
the ‘‘Prestone” anti-freeze DOUBLE 
GUARANTEE PROTECTION PLAN, And 
this year’s 614¢ allowance on every 
gallon of ‘‘Prestone’’ anti-freeze 
dealers take before October 31, 1958 
is estimated to more than cover the 
cost of any replacement. 
Marketers, whose dealers take 


” 4 


’ 


advantage of the ‘“Prestone’”’ anti- 
freeze DOUBLE GUARANTEE PROTEC- 
TION PLAN, will find that there is 
no need for complicated record keep- 
ing and paper work. Also, sales and 
promotional staffs stay free to con- 
centrate on the promotion of your 
basic product lines. The makers of 
“Prestone” anti-freeze provide pow- 
erful national and local advertising, 


as well as promotional and point-of- 
sale material. 

This year’s jumbo kit includes the 
attention-getting Double Guarantee 
window poster shown, plus many 
other eye-catching display pieces. 

To make the most out of anti- 
freeze profits, market America’s 
No.1 anti-freeze brand—‘Prestone”’ 
anti-freeze. It’s pre-sold! 


“Prestone”’, “Eveready”, and “Union Carbide” are registered trade-marks of Union Carbide Corporation UNION 
NATIONAL CARBON COMPANY - Division of Union Carbide Corporation - 30 East 42nd Street, New York 17, N. Y. \agguiuumee 
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MEDALIST (ae 


A “jewel-like” medallion is the distinguishing 
mark of the MEDALIST. 


It’s a mark of clean, simple, modern pump de- 
sign . . . a design styled to compliment the decor 
of today’s modern service station centers. 


It's also a mark that marketers will soon recog- 
nize for superior pumping performance. 


sl 


LOOK FOR THE MEDALIST 


and get these advanced features 
Model 1530 


e large rigidized stainless steel scuff plate adds beauty 


and protection to busy section of pump. 
@ Improved Xacto meter features: top inlet 


e Pushbutton located on control side, resets computer bottom outlet... self-purging action . . . graphited 
automatically . . . saves attendant’s time. Teflon piston cups, unaffected by moisture .. . large 


dial for easy, dry calibration adjustment . . . un- 


e 180° rotating switch handle provides positive “on-off” 
euten surpassed accuracy .. . and long life. 


. h \ ( sel imi > . ) 
@ Slant-dial computer has 200 fewer parts. e High vacuum, self-priming, gear-type pump with 


center suction connection r mounts on vibration 
e@ Reflectorized lighting provides brilliant dial illumination. dampened base (with motor) for quiet operation 


SALES & SERVICE OFFICES: 


Albany * Atlanta * Boston * Buffalo * Chicago * Cleveland * Dallas * Detroit * Fort Wayne 
Houston ¢ Kansas City * Los Angeles * Milwaukee * Minneapolis * New Orleans 


New York ¢ Philadelphia © Pittsburgh © St. Louis * San Francisco * Seattle © Tulsa 


1301 E. Creighton Ave., Fort Wayne, Indiana 
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WANTED 


PETROLEUM 
SALES MANAGERS 


WHO DESIRE TO INCREASE DEALER 
SALES AND PROFITS WITH A COM- 
PLETE FLEXIBLE PROGRAM FEATUR- 
ING THE GENERAL TIRE AND A 
STAR-STUDDED LINE-UP OF TUBES, 
BATTERIES AND ACCESSORIES! PRO- 
GRAM CFFERS FULL ADVERTISING, 
MARKETING, MERCHANDISING 
AND SALES TRAINING HELPS IN 
ADDITION TO A BRAND NEW 
PHILOSOPHY OF SELLING. FOR 
FULL DETAILS ON GENERAL’S FULL 
TBA LINE WRITE IN CONFIDENCE 
TODAY TO: 





L. L. HIGBEE, TRADE SALES MANAGER. 


THE GENERAL TIRE & RUBBER COMPANY 
Akron, Ohio 
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THE CITY THAT DIDN'T EXIST A MONTH AGO 


Every 30 days the U.S. adds as many new Americans as 
live in Norfolk, Va.—creating brand-new wants and 
needs which must be satisfied. 


What does this mean to you? It means greater opportu- 
nities than ever before—in all fields. Home construction 
is expected to double by 1975. Power companies plan to 
increase output 250% in the next 20 years to provide 
the power for scores of new labor-saving devices. Cloth- 
ing suppliers predict a one-third increase 7 years. 


With 11,000 new citizen-consumers born every day, 
there’s a new wave of opportunity coming. 


7 BIG REASONS FOR CONFIDENCE IN AMERICA’S FUTURE 


1. More people ... Four million babies yearly. U.S. popula 
tion has doubled in last 50 years! And our prosperity 
curve has always followed our population curve. 


2. More jobs... Though employment in some areas has fallen 
off, there are 15 million more jobs than in 1939—and there 
will be 22 million more in 1975 than today. 

3. More income .. . Family income after taxes is at an all- 
time high of $5300—is expected to pass $7000 by 1975. 
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. More production ... U.S. production doubles every 20 
years. We will require millions more people to make, sell 
and distribute our product 


. More savings . . . Individual savings are at highest level 
ever—$340 billion—a record amount available for spend- 
ing. 

. More research .. . $/¢ billion spent each year will pay off 
in more jobs, better living, whole new industries. 


. More needs .. . In the next few years we will need $500 
billion worth of schools, highways, homes, durable equip- 
ment. Meeting these needs will create new opportunities 
for everyone, 


Add them up and you have the makings of another big up- 
wing. Wise planners, builder 
vet ready for it. 


and buyer vill act now to 


FREE! Send for this new 24-page illu 
trated booklet, “Your Great Future in : 
Growing America.”’ Every Americ: 
hould know these facts. Droy 

day to: ADVERTISING COUN( 

Midtown Station, New York 1 


This ad sponsored by Gulf Oil Corporation, Pittsburgh, Pa. 





Dan Dugan and Dave Bernstein Discuss How— 


QUALITY TANK PRODUCTION 





This is one in a series of timely, recorded 
interviews between well-known figures in the 
motor transport industry. 











Q We consider safety the most important 
aspect of petroleum hauling on the high- 
way, Dave, for several reasons. A good 
safety record is a valuable recommenda- 
tion for our company’s services, it’s a 
further recommendation for the trucking 
industry as a whole, and it’s a vital com- 
munity service. 
From a management viewpoint safety 
means real profit as well, and no one has 
more to gain from safety than the employee 
who might be involved in an accident 
which would otherwise occur. Dave, I’d 
like to ask you how Fruehauf views the 
roblem of tank safety, and what Frue- 
auf does about it. 


A Fruehauf Tank-Trailers are engineered to meet 


and even exceed every safety recommendation of 


ATA and requirement of I.C.C. Standard Frue- 
haufs, the lowest priced or least ‘“‘customized”’ units 
in the line, contain every suggested safety feature, 
such as vapor-proof wiring conduit and easily oper- 
ated safety valves. 

But Fruehauf goes further than that, by designing 
tanks with an exceptionally low center of gravity, 
and by offering carriers the wide-tread P2 Tandem, 
which provides extra stability because of the 40 
inch distance between spring centers. As a further 
example, Fruehauf manholes are proportioned to 
permit very easy, thorough compartment cleaning. 
They’re equipped with securely locked fill caps that 
conform to I.C.C. pressure venting requirements. 


44 


Dave Bernstein, left, Fruehauf 
Vice-President, and Dan Dugan, 
President, Dan Dugan Oil Trans- 
port Company, Sioux Falls, So. 
Dakota. Mr. Dugan, Chairman 
of the So. Dakota delegation to 
President Eisenhower’s Traffic 
Safety Committee, and of the So. 
Dakota Citizens’ Safety Confer- 
ence, is active in many national and 
local safety projects, and is donor 
of the Dan Dugan Park in Sioux 
Falls. He has been in the petroleum 
handling business since 1933, and 
founded the present firm in 1941. 
There are 5 Dugan terminals de- 
livering vital petroleum products 
in 7 states, and 107 road units in 
operation. D. Bernstein is V.P. 
and Gen. Mgr. of Fruehauf’s Inde- 
pendent Metal Products Division. 


Q If certain of these precautions are 
required or recommended, I don’t quite 
see that Fruehauf has any special safety 
claims to make. 


A it wouldn’t seem that way, but I’d like to make 
three exclusive claims for our tanks. First, these 
safety features are all included in the quoted cost 
of any Fruehauf Tank-Trailer—you don’t have to 
have them added on second thought at extra cost. 
Second, many Fruehauf features, like the stable P2, 
protected walkways, extra husky I-beam axles, 
specially reinforced king pins, and cadmium plated 
fastenings, are over and above legal requirements, 
and are frequently exclusive in Fruehauf equipment. 
Third, when you compare these specifications to 
the usual, you find that you actually get much more 
for your dollar in a Fruehauf unit, and that you get 
bigger earnings over a longer period with it as a 
result. 


Q rm not going to argue any of these 
points, because we have a predominantly 


This handsome, rugged, high-capacity aluminum Tank- 
Trailer is the end product of painstaking modern engineer- 
ing and production practices. 
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PRODUCES EXTRA PROFITS 


Fruehauf aluminum tank fleet and I think 
that attests to our belief in their safety 
and value, Dave. 

I believe we are the first in the nation to 
use the combination double-drop design 
which gives us extra payload and stability, 
providing maximum protection against 
overturns. However, I think that a lot of 
people believe that if you’re willing to pay 
for certain Trailer features and quality, 
you can get them in more than one place. 


A For one thing, Dan, there are certain exclusive 
construction processes that no one but Fruehauf 
can offer to petroleum haulers. For another there 
are certain exclusive Fruehauf engineering develop- 
ments that just haven’t been matched. For instance, 
Fruehauf tanks contain the most rugged internal 
and external bracing, for shell strength, of practi- 
cally any units built. 


Q What tank construction process does 
Fruehauf use that isn’t available else- 
where? 


A Automatic welding of aluminum is one such 
process. The longitudinal seam welds that result 
from our exclusive automatic and “backchipping”’ 
processes are the strongest and most durable ever 
made in aluminum tank shells. Then, too, all the welds 
in Fruehauf tanks are continuous, which eliminates 
the possible weaknesses developing from spot or 
skip welding. These are a few of the things you 
can’t buy elsewhere at any price. 


Q The points you’ve mentioned, Dave, 
add up to a total of quality which many 
operators want in their equipment. But 
aren’t there at least a few who have to 
consider price first, and aren’t some of 
them afraid they’re paying extra for the 
‘‘Fruehauf’’ name? 


RUEHAUF 
TRAILERS 


iM ain isha: % 


For Forty-Four Years— More Fruehauf Trailers 
On the Road Than Any Other Make! 
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A There probably are a few who believe that, 
but we can only point out that nobody can give you 
more quality or service than Fruehauf for less money 
—or even for the same price, for that matter. 


That’s because there’s no equal in the industry to 
our manufacturing facilities, and nothing like the 
convenience of Fruehauf service in so many cities. 
This is especially true in the case of Tank-Trailers, 
Dan, because no one in the tank field except Frue- 
hauf operates anything like our 76 Factory Branches, 
with factory trained personnel, and factory-calibre 
equipment for tank repairs. 


Q In other words, I’ve been right in 
reasoning there’s no such thing as a 
‘“‘bargain tank.’’? [I’ve always purchased 
on the principle that quality pays off in 
safety and hauling profits. 


A That's our philosophy, too, and that’s why we 
conduct continuous research projects in better tank 
design, and invest in advanced precision machinery 
for better tank construction. This is really the 
guiding principle behind ali Fruehauf products, Dan, 
the goal being further growth and hauling profits 
for our customers. 


Reprints of this advertisement can be obtained 
upon request from Fruehauf Trailer Company, 
10948 Harper Avenue, Detroit 32, Michigan. 





QUALITY TANK DESIGN 
ASSURES EXTRA SAFETY 


[eASOLINE amas 


Richard O. Olson, left, Safety and Personnel Director 
of the Dan Dugan Oil Transport Company, and Robert 
Bernstein examine a Fruehauf Aluminum Gasoline 
Transport. Mr. Olson is a member of the Executive 
Board of the ATA Council of Safety Supervisors and 
of the Executive Board of the Commercial Vehicle 
Section of the National Safety Council. He is also 
active in other safety committees and vrojects, includ 

ing the No. Dak. Couneil of Safety Supervisors and of 
the Safety Committee of the Associated Motor Carriers, 
Inc. of So. Dak. R. Bernstein is in charge of Engineer 

ing and Production of Fruehauf’s Independent Metal 
Products Division. 














AC) SELLING SLANTS 


DEALERS ACCLAIM... 
Hits” 


time-saving AC Spark Plug TOOL KIT 


Dealers say: “Just the ticket for speeding spark plug removal and installa- 


tion” .. . and only $13.21* to dealers for this package valued at $25.56. 


Dealers appreciate this high quality Tool Kit 
... HERE ARE 5) BIG REASONS... 


ORDER YOUR AC ; as é 
Extensions provide easy plug removal Rubber Socket Retainer holds plug, no 
from 90% of V-8's without disconnecting need to “climb into” the engine during 

FM-3 f. power units. ‘: installation. 
TOOL KIT PACKAGE (IN A Neluobie tine 
o ae: r oor saver... makes 
from your regular , A tough jobs oavler 


... cuts labor time 


AC supplier today! | as much as 50%. 





speeding service r 


. . In addition 
the FM-36 package includes: Ht ie ocean. ail 
on all plug jobs, ~ ¢ 
@ High Quality AC Spark Plug this 7-piece tool = 


Service Tool Kit | kit is a big help , Ee 
~ Extensions permit service immediately for working on if 
* One 8-pack of AC Spark Plugs \ 


umps, genera-, 
without waiting for “cooling off” period ety . 


tors, starters and eats 
(Type 85TS) worth $8.24, when - .» . MO more burned hands on hot oil pan removal. —<—Ss 
sold, reduces your initial in- manifolds. aa 


GET ALL THE TOOLS to do the job! 


. 


ty 
om) 
> 


Package to the low net of $13.21. 
ET NRT AOE lala 


NATIONAL PETROLEUM NEWS * August, 1958 





_ of the Selling $ 


AC Marine Spark Plugs in the 
New Waterproofed “SPARE PAC” 


“Boat owners are really going for ACs in the 
‘Spare Pac’.”’ That’s the big success story 
from dealers stocking this AC “‘first’”’ in 
spark plug packaging. 
It’s the new way to sell spark 
plugs . . . AC’s famous rust- 
proofed plugs in the smart 
new waterproofed con- 
tainers provide an 
unbeatable sales 
combination. 


Garden Power Units, Too! 
Attention Power Mower and other Power Unit 


Here’s why: dealers! AC offers a complete line of : and 4 cycle 
engine spark plugs. Stock up now. Display banner 

@ Each plug sealed separately in waterproofed, below for more spark plug sales. 
transparent plastic enclosure to assure factory 


freshness. 
Eight plastic-enclosed plugs mounted on mer- pyT MEW POWER in your POWER UNITS 


chandiser that carries a selling message. 








Merchandiser perforated for convenient tear-off | : dt 
of individual plugs. . . sell one to eight. 


Merchandiser punched for traffic area display 
. where every customer can see it. 





“Spare Pac’? Merchandiser encourages impulse 
buying . . . quick purchase of extra spark plugs. 


Waterproofed package encourages customers to | AVAILABLE HERE! 


carry a spare in their tool or tackle box. 











ALL TYPES AVAILABLE from your regular AC supplier 


Watch Walt Disney Studios’ ZORRO e« very week AB TV 
AC SPARK PLUG $P THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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‘AC; SELLING SLANTS 


~ 


Hot Weather means 


FO be Soaring summer temperatures can result in poor engine per- 
formance for motorists with “tired’’ pressure caps. “Tired” 
caps that can’t hold their rated pressures often contribute 
to engine overheating and power “ping”. Unfortunately, 
your brand of gasoline might get the blame. Surveys show 
that 6 out of every 10 of your customers are in need of a 


new pressure Cap. 


PRESSURE 
CAPS Two AC Sales Tools to Help You Convert 


Hot Prospects into Satisfied Customers 





, lk 
FAMOUS < i oN ) "0 Rave your 
AC PRESSURE CAP a Oe WP: RADIATOR CAP 
AND ' . COOLING SYSTEM 
COOLING SYSTEM TESTER pressure-tested 
FOR —~ 

ONLY $10.00. 


This carefully calibrated 
device detects cooling system 
leaks and faulty caps in a 
matter of seconds. A fast 
reading of Tester by the 
customer quickly closes 
sules for caps, hoses, hose 


clamps or other needed cooling , i AC TESTER RACK AND “HOT PAD” MITTEN... 
sy stem replacement parts, two valuable service items are yours with an order for 
So capitalize on the tremen- the FM-20 Cap Assortment or any 12 AC Pressure 
dous potential market for Caps. The package includes an all-metal AC Tester Stor- 
pressure cap replacement. age Rack for wall or pump island mounting, plus a heat- 


Get your AC Tester and start resistant AC “Hot Pad” Mitten for removing hot caps. 
a regular checking program. 


"tats seamagllcnge eotate donner } You buy the 12 caps at the regular price, plus $4.05 
sunent bie esies aulna \ / for the Rack and Mitten. Included with the Rack are 
for cooling syste arts 3 AC Pressure Caps, type RC-9, which are worth $4.05 
g system parts. : . 
at retail. When you sell these 3 caps you recover the 
total cost of Rack and Mitten. 








AVAILABLE FROM YOUR REGULAR AC SUPPLIER! 
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Hot Prospects... 


FOR Vapor lock—the old summer bug-a-boo—can now be virtu- 
ally eliminated with the new AC 6 or 12 Volt Electric Fuel 

Pump. This quality pump can be used either as a booster 

to the conventional mechanical pump or as a replacement. 

Booster installation is recommended where vapor lock or 


greater fuel demand is encountered. The electric pump can 


then be actuated by a dash panel switch by the driver 


ELECTRIC when these extreme conditions develop. 
FUEL PUMPS 








The AC Electric Fuel Pump for 
Automotive, Truck, Marine, Stationary Engines 
6 and 12 Volt Systems 


A rugged dependable new type pump specially designed 
for heavy duty operations. Long life rotary type electric 
motor insures safe and reliable functioning under all 
operating conditions. Easy-to-follow installation in- 
structions and versatile mounting bracket included with 
each pump. 

1 to 5 | 6 or more 


UST $25.50 | $25.50 
YOUR COST | 17.85 | ‘15.30 


YOUR PROFIT | $7.65 | $10.20 











AC Spark Plug # The Electronics Division of General Motors 
Watch Walt Disney Studios’ ZORRO every week over ABC-TV 
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SYNTHETIC RUBBER 


STEEL FLANGE 


FABRIC OF HOSE 
——- 
Diagram shows how flange on Gates Barge Hose 
is made an integral part of the hose...actually 
lasts as long as the hose itself. 

Fabric plies ot the hose are extended over the 
face of the flange Synthetic rubber bonded to this 
face extends back into hose and makes a single unit 
of hose and flange. 

The reinforcing wire 158 welded to the flange 
for positive static conductivity 





TPA 297 


Exclusive flange lightens hose 
.»-makes one-man hook-up easier 


The 4uilt-in rubber flange in Gates 
Barge Hose reduces weight and increases 
flexibility at the connection. This important 
advantage makes it relatively simple for 
one man to make the hook-up. 


By making hose easier to handle, this 
exclusive flange speeds operations... saves 
time and labor costs. 


LE 


all 


The Gates Rubber Co. Denver, Colorado 


Outlasts other types 


In actual use, Gates Barge Hose has 
repeatedly given more actual hours of 
working service than other types of barge 
hose in common use. Special engineering 
provides extra strength and durability plus 
the added advantage of lighter weight. 


-— Gates Barge Loading and Unloading Hose — 
(1050 SB and 1100 SB) 

meets all working pressure requirements 

and Coast Guard specifications. Compare 

this hose with any other...check the 

actual hours of service you get. You'll 

find Gates Barge Hose saves you money. 











Gates Barge Hose 


With Built-in Rubber Flange 
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Second of a series—to acquaint jobbers with the PURE franchise 


Facts for Jobbers 
from Pure Oil 


Jobbers are and will continue to be PURE’s best means of distributing its 
products in much of its marketing territory. A published statement that is 
available to you tells why! 





Over 400 jobbers are currently enjoying a successful business under the PURE 
brand. 


Every state jobber association in PURE’s 24-state marketing area has many 
active PURE jobber members. In three of those states PURE jobbers are 
either immediate past presidents or president-elect. 


PURE has a special Trade Relations Department whose principal job is to 
keep in touch with PURE jobber problems. 


All Pure Oil jobbers benefit by ready acceptance of Pure Oil brands as a result 
of long-standing reputation for quality. The slogan “Be sure with PURE”’ is 
one of the best known sales slogans in the industry. 


If you are interested in growing and profiting 
with an aggressive, forward-looking oil company 
under a successful, selective marketing program, 
call or write Pure Oil’s District or Division 
Manager in your area, or Retail Marketing 
Department, The Pure Oil Company, 

35 E. Wacker Drive, Chicago 1, Illinois. 


It pays to be sure with PURE 
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= FIVE WAYS 


OFS cal 


CITIES 


SERVICE 
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BEST BY TEST! 


THE BLISTERING SUMMER HEAT of concrete airport run- 
ways can’t hurt Rayon cord tires. In fact, Rayon actually 
grows stronger at high heats! In laboratory tests, Rayon 
still held half its strength at a fiery 500°, while thermoplastic 
cords failed completely! 


Se! a7 eae ae 
FIELDS LIKE THIS ONE, filled with wicked bumps and hollows, 
could take a terrific toll in nylon cord tires. In tough torture 
tests, conducted over abrasive roads in baking desert heat, 
Rayon gave an average of 26 per cent longer tread life. 


IT’S TOUGH, TIRING WORK, bossing a big 7000 gallon tank 
truck like this one. The greatest danger? Driver fatigue— 
and maybe an accident. That danger is diminished with 
Rayon Cord Tires, because they ride up to 33 per cent 
quieter than nylon! 
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No wonder new 1958 
RAYON CORD TIRES 
pay off for 

CITIES SERVICE 


one of America’s largest petroleum producers, 
transporters, and marketers 


Greater Heat Resistance ... new rayon tire cord actually 
grows stronger as heat builds up at high road speeds. 


Lessens Driver Fatigue ... tires ride up to 33 per cent 
quieter, reducing dangers of high noise level. 


More Stability .. . no troublesome flat spotting or ‘“‘morn- 
ing thump’’... safer, easier steering control. 


Longer Tread Life . . . comparative tests prove rayon cord 
tires give up to 26 per cent longer tread life. 


Retreadability . . . independent tests prove rayon tires 
take more retreads, with greater mileage per retread. 


It might be a giant, 7000 gallon tank truck shuttling be- 
tween refinery and bulk station. Or it could be a friendly 
green and white tanker making a fuel oil delivery down 
some quiet suburban street. Whatever their job 
you find them 


wherever 
Cities Service relies on rayon cord tires 
to keep its trucks on time. With an extensive fleet, traveling 
millions of road miles each year, Cities Service shaves 
down-time, saves trouble and money with longer-lasting, 
easily retreadable tires of rugged rayon. 


FREE FILM FOR TIRE MARKETERS. Arrange for your free show- 
ing of “‘Getteng Down to Casings,” a 16mm sound and color 
film which dramatically demonstrates the comparative 
qualities of rayon and nylon cord tires. Running time is 
15 minutes. To reserve a print for group showing, write 
The Film Library, American Rayon Institute, Inc., J_g 
Fifth Ave., New York 1, N. Y. 


AMERICAN RAYON 
INSTITUTE, INC. 


350 Fifth Avenue, New York 1, N. Y. 





Continental puts extra service 
y steel container 


hy 


, 
| RS 
> ‘BRAN hs 


From advanced research to faster 
delivery, Continental container service 
smooths your shipping problems 


Continental gives you the highest quality steel con- 
tainers plus the benefits of famous Continental 
service. You deal with a Continental expert who 
knows the problems of the petroleum industry. 
You order from a complete line of steel containers, 
superbly lithographed for powerful sales appeal. 
You get fast delivery of all the containers you 
need, when you need them. And if you have a 
special problem, Continental’s research and engi- 
neering services help you solve it. Let us show 


you what we mean by famous Continental service. 
Call today. 





Exclusive Perma - Lining 
enamels provide 100% 
protection for hard-to-hold 
petroleum and chemical 
products. Perma-Lined 
containers are airless hot 
sprayed after fabrication 
to prevent corrosion-caus- 


ing cracks and assure Cc CONTINENTAL 
100% complete interior CAN COMPANY 


coverage. In tight or open 

head pails—with lug, ring 

seal or lever lock covers. Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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SELECT 
THE M 
OST PROFITABLE HOIST 
FOR YOU 
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Pocket more 


PUROLATOR: 


SALE 


Here’s the all-out sales 





Nearly 4 million cars are 





ripe prospects fora NEw \ 
FILTER 
new Purolator Air Filter 


.. RIGHT NOW! DIRTY 


FILTER 





Py « R ‘J 
rl a | 4 TO 
[oday there’s hardly a 1957 or 1958 are 


car that can’t use a new Purolator 


Air Filter. NEW FILTAIR-CHEK demonstrator- 


merchandiser 
And Purolator gives you the costs you less than 50¢ 
timely sales tools that will convert 
this big, growing market into cash 
customers today. Dealer gets Free AFP-13 which he sells for . > 
Your dealers will enjoy the bene- 
fits of the biggest, most effective 
filter selling program in the industry 
when they promote Purolator. From 
Direct Mail to Nationwide Radio— ; 
Purolator gives you and your deal- PROMOTE THE NEW FILTAIR-CHEK NOW 
ers everything to make filter busi- Lo 
ss a big-volume business xea™ «+h | 
ness a big-volume business. % 2 with = 
Don’t lose another minute—or wr? a vP 
another sale. Now is the time to Pe 
promote Purolator Air Filters—and 
Oil Filters, too. 


Dealer pays for the Filtair-Chek unit 


Dealer’s actual cost only 
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now...tie in with 


AIR FILTER 


DRIVE 


program to bring all the business in! 





NETWORK RADIO 
ADVERTISING 


MORE week-after-week Filter advertising on ae . AIR FILTER 
WINDOW 


POSTER 





NEW 


AIR FILTER : \ AIR FILTER 
SALES 7. | GIVEAWAY 
GUIDE CHART _ « FOLDERS 














COMPLETE SALES PACKAGE FREE TO YOUR DEALERS 


PURQLATOR 


OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC. + Rahway, N. J.; Toronto, Ontario, Canada 
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NEW INVENTIONS 


DEDICATED TO QUALITY AND SERVICE 


Leveling and Spot Installation NOW SIMPLE 1-MAN JOB! 
YOU DON’T EVEN HAVE TO OPEN FIXTURE DOORS! oo 


La 

A 
Now the BEST is even BETTER! Elimination of sag used to be 
a difficult, time-consuming job. It also took almost as long to put 
spots on an island fixture as to install the whole unit. New 
WHITEWAY features (at NO EXTRA COST) now save you 70% 
of installation time! 

Spots are now installed when unit is on the ground thru pre- 
drilled, tapped holes in wiring channel on top. No knock-out 
plugs——-no tricky wiring. Just attach spot leads to WIRING 
ALREADY INSTALLED! One man can now install spots in a 
fraction of the time it previously took 2 men. 

To eliminate sag in spans, simply turn one simple, easy-to- 
reach bolt between each unit! No props, jacks, shims, or parts 
to remove or replace. Leveling is now a matter of minutes with 
WHITEWAY! In many cases also eliminates need for that third 
support post. 

Since these superior time and labor saving features on qual- 
ity WHITEWAY fixtures are yours at NO EXTRA COST, you 
can afford no others! Ask your distributor, or write for com- PE soe 
plete details, NOW! & top when fixture is on ground 

+ « « Better, neater job in min 
utes rather than hours! 
































23’ SPAN 


This unretouched photo shows strength of 
WHITEWAY leveling system. 


DEDICATED TO QUALITY AND SERVICE 


MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 


PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 
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BRUNNE 


SINCE 1906 


Poise operation of automotive 
service departments is highly depend- 
ent on dependable compressed air 


supply. IDGE CHEVROLET. 


The Brunner ‘Air Specialist’’ can i a 


engineer just the right size compressor 
for efficiency and economy in your 
garage, repair shop or service station 
(as he did at Dan Ridge Chevrolet). 
Brunner Automotive Air Compres- 
sors feature “‘slow speed” design for 
less wear of moving parts and longer 
life. Wide H.P. range from 4 through 
50 to meet all requirements. Horizontal 


DAN RIDGE CHEVROLET, DANBURY, CONNECTICUT 


or remote tank models for “‘start-stop”’ 
or continuous operation. 

Yes, it’ll pay you to call in the Brunner 
Air Specialist” for a look! Chances are 
you have added a lot of air jobs since 
you put in your air compressor. And 
chances are the Brunner Man can be 
mighty helpful in making suggestions to 
improve your compressed air setup. No 
obligation, of course! 

There’s a Brunner ‘“‘Air Specialist” 
near you. Write for his name. 


. 5 
L&T 

TWO 15 H.P. BRUNNER AIR COMPRESSORS PROVIDE DEPENDABLE AIR 

SUPPLY FOR DAN RIDGE CHEVROLET'S BUSY SERVICE DEPARTMENT 


REMEMBER, IF YOU USE AIR, 
YOU'LL DO BETTER WITH BRUNNER 


BRUNNER DIVISION 


DUNHAM-BUSH, INC. 


UTICA, NEW YORK 


AIR CONDITIONING + REFRIGERATION + HEATING + HEAT TRANSFER 
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Mi mCye-lalanyelaeleb-m-laslaalelalremeclal. 


Bulk cement trailer 


TANK TRAILERS 


...engineered. for every type of liquid and bulk transport 





Aluminum gasoline or fuel train 


Tl hcane) am celele mae-l ii) 4 
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Steel gasoline or fuel tank 





Nabcieltehasie meial=\aaller-]mag-il iste 


IN Kolabsiatciei these molal-laalior-)mag-li iste 





me) amore) an) e)(-1¢- Melanie) aaat-)e(e)ammelaim dal-s-1- me] ame) tal-1¢ T RAI L Ni  @ | ce a L Ee inc 


special commodity tanks contact your nearest 
Trailmobile sales office or write Trailmobile Cincinnati 9, Ohio + Springfield, Missouri 
Inc., Tank Division, Springfield, Mo. Longview, Texas » Berkeley 10, Calif 








Asphalt tank 


Casinghead tank (MC-304 type) 
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Now protect product purity, hold down costs two ways 
with these U. S. Steel rust-inhibited drums 


U. S. Steel rust-inhibited drums give 
maximum protection because they are 
made with extra care. Every head, shell 
and bottom is precisely formed, chemi 
cally cleaned, then coated inside and 
out with zinc phosphate — all before 
final forming. 

And to each of these rugged, durable 
drums—and pails, too—U.S. Steel tacks 
on two extra purchasing advantages: 


1. Today’s widest variety of carbon steel 
shipping containers is offered by U.S 
Steel. Capacities from 21% through 57 
gallons, plus a full line of stainless-steel 
pails and drums. 

Special linings and closures are sup 
plied to your specification. Unsur 


passed color-decorating facilities are 
available —all to assure you of a con 
tainer best suited to your needs. 


2. Seven U. S. Steel container factories, 
located in key areas, form a nationwide 
network. You can take deliveries by rail 
or truck, set up arrivals to coincide with 
your production schedule. You mini- 
mize handling and inventory problems, 
get on-time deliveries 

We urge you to talk over your re 
quirements with your U. S. Steel rep 
resentative. He puts at your disposal 
over 40 years’ experience with all types 
of shipping-container problems. 
Factories in: Los Angeles, Calif 


Calif. + Port Arthur, Texas 
New Orleans, La. - Sharon, Pa 


Alameda 
Chicago, Ill 
+ Camden, N. J 


United States Steel Products Division 


# offices 
New Yor City” 
- 
ee ee | . 
Corcoge, Camden WF 


© plemeda, Cot 


* Los Angeles, Got 
~ 


Pon anus, Texas 
. 


va 


New Orlewnr, ba 


HOW U.S. STEEL GIVES “LOCAL” SERVICE. 


U. S. Steel has spotted its container 
plants in seven key areas to give you 
better service. In addition, there are 
sales offices in many other cities. 
Wherever you are, there is a conven- 
ient USS representative or factory 
ready to serve you. 
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E To assure finest service 


for modern cars... 


PN icTaati(- mm msl olalot-lilelsM@m —tolSilelaal-jal: 
is Approved by 
BM el-t-1- me -t-leollasl- 6 @]1M Orel alr lall-t-am 








With over 40 years of manufacturing exper) 
i ence in the fubrication equipment field 
/ tor. Alemite offers the top quality products ard 
dependable service thet today’s progressive 








; ‘ \\ service station operators need 
L That's why steading cil corfipanies have gut 
Re Alemite on their aporoved lists . .. praef that 


Alemite equiprrien’ meets the highest stand 
ards of appearance, degerdanility and eff 
ciency. 

oe oe Kfemite equiprnent Melos aperatars serve 


tornets better, and creates customer 





hat builds a rroré profitatile hus 


* 
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= 
a» 
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end 
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ness. Besides, aperators who select Biemite 


get these four hig service and oratectian ter 
efits: (1) Unmatched warranties—an sower 












Here are the emblems of some of the many leading oi! companies 


that have Alemite Lubrication Equipment on their approved lists. nits, equipment and nG 


s@ (Z, Service hy ex 





gertly trained personnel (3) Installation - by 
‘ 


astary-traimed experts (4) & tata! of 484 sery 


Aiem ta OverM@ead 4 
ser 520° ana 7a4 eanstruct AY germ os Asta - 


Ast atm 
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As modern as today’s Cars... 
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is Approved by 


These Leading Oil Companies!” 


Latadirig “it Gefhpanias Vriaw hat Kleriite belricafion 


equigtiert.gidtucts iat are hacked hy 49 years of 


thatistactofing Seperignta-orties? the midustry’s highest 
statidards of agpeararite, dependability and efficiency 


[heey Nave gat Bierrvite an their agprived lists th help 


re) 
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service statin oferatars select the tag afvality o 





tts avirh degerddahis service they neerl in taday’s corr 


petitris rriark et 


Kisrhrte sauiornerit helos tosrators s4rve their cus 


farners etter, ant creates custarner corfidence that 


mils a tridre orifitahia husiriess. Resid&s noeraterrs 
*Here are the emblems of some of the many leading oil companies when sealer? Abernite ye F these truer h vy service ar fqoarn 
that have Alemite Lubrication Equipment on their approved lists. r 


tectian henefits: (1) Unrnatched warranties —on power 


te § igen (2) Serna iecaaty 
ALEMITE 


DIVISION 


For complete catalog of lubrication equipment, write : . — a 


Alemite, Dept. AS-88, 1850 Diversey Parkway, Chicago 14, Illinois 
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<1 o* punch 


ends slow, messy fuel oil delivery 


@ This balanced type valve controls fuel flow 
at all pressures—opens effortlessly, closes without 
chatter. Its compact design delivers high capacity 
for faster delivery. The Buckeye No. 9361 valve 
construction eliminates “liquid pockets” after the 
valve has been closed, reducing excessive dripping. 
The No. 9361 is also available with internal check 
valve. Constructed of lightweight aluminum, the 
No. 9361 valve is easy to operate and maintain. 
The entire valve assembly, guard, and inside seal 
is removable without the use of special tools or 
equipment. Available in 114” to 114” sizes. 





(2) The Buckeye No. 8702F swivel, with ex- 
clusive ‘‘O” ring seal and nylon bearings, extends 
the service life of fuel oil hose. No more kinks, 
twist, or damaging tensions on hose. The Buckeye 
swivel allows the hose and valve to turn independ- 
ently. Manufactured for 114,” and 114” sizes. 


Complete details are available in the new BUCKEYE IRON & BRASS WORKS, Dept. NF 
Buckeye Catalog. For your FREE copy write: Box 883, Dayton, Ohio 


Send me Buckeye’s Free catalog for details on the No. 9361 
Valve and the No. 8702F swivel. 


NAME—— 
BUCKEYE IRON & BRASS WORKS ; “™® 


Dayton, Ohio / city 
Valves and Fittings for The Oil Industry 
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PETELCO, inc 
BiLt OF MATERIAL 


SERVICE STATION 
4 P-@2-Hi2 Lomp 8'Strip 
2 | P-42-H |2Lamp 4’ Strip 
ISLAND No. | 
12’ shyliner 
pro fae tt 
|»-400 | por-86 Lompnais’s 


mcr 
hee! 
Sisal 
re fron 


POLE "A 


| |_| rar 2to}poneoroove Fur. 


POLE 


|_| TAP.210 | Power Groove Fluor. 
| |HPHO 18 | Heavy OutyHinged 


LIGHTING 


os 
ho J | 


|_| | 


ee 


By (=) creico,.. custom ENGINEERED BLUE PRINT 


Good lighting is a vital starting point for 
increasing your nighttime profits. Good light- 
ing is “‘planned lighting,’’ blue printed by 
Petelco engineers, skilled in the practice of 
getting every ounce of drawing power from 
every penny you spend for illumination. 


YOURS FOR THE ASKING 
You can have, without charge, a lighting blue 
print, custom designed for your particular 
needs. Just send us a simple diagram of your 
station (islands, buildings, approaches, trade- 
marks, signs, etc.) with approximate dimen- 
sions and present type of lighting. 


THE PETELCO LINE IS COMPLETE 
Related equipment — Fluorescent ‘“T’’ lights 


Floodlights— Hinged Poles—Strip Lights— 
Sealed Beam Lamp Components— manufac- 
tured by STEBER and backed by 20 years 
experience in the lighting field, guarantee neat, 
attractive daytime appearance and the ulti- 
mate in nighttime “impact lighting.” 


This new Petelco catalog is now 
available—your copy will be sent 
on request. 


/ i ee 


ETELCO, inc. 


2640 Roosevelt Road Broadview, Illinois 
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NEW! 
IMPROVED! 











i 


INTERNATIONAL 


RIB-LOX 


The all new brass, two-piece, permanent 
hose-coupling for fuel-oil and gasoline 
tank-truck and airport service. 





This newest addition to the International line is available 
in male and female in six sizes (1”, 14”, 14%”, 2”, 2%", 3 

Rib-Lox incorporates new exclusive International design 
and construction features that pay off in easier installation 


and trouble-free service. 


The 7 Improvements are: 


Exclusive ribbing of brass ferrule holds hose tube and 
cover in the original relationship during assembly, thus 
minimizing internal stress 


PO 


Ribbing of ferrule increases end-pull strength of coupling 


-» Spaces between ribs provide flow area for the rubber, 
permitting maximum compression of hose wall between 
ribs and body 


Ferrule is flared and longer than the coupling body, add 
ing flex life to hose 


aaa WAAR ag | 


Minimum taper of body shank permits free entry to its 


full depth for easy assembly and undistorted hose end 


Both male and female types of RIB-LOX couplings are 
provided with spanner-wrench slots for easier, simpler 


attachment 


- The advantages of RIB-LOX are available at no addi 
tional equipment expense; assembly can be made on all 


types of expanding equipment currently in use 


INTERNATIONAL COUPLINGS, INC. 


CLEVELAND 15, OHIO, U.S.A. « Division of CNapriel 








hig: RE 


atts 


Mercury pump island luminaire 
provides up to 116 footcandles 


Located on a busy thoroughfare in Chicago, this new Powerama 

station faced two tough problems: First: it had to contend 

with severe competition from other businesses lining the street. 

Second: it had to make an immediate impression on 

motorists to draw them out of the heavy stream of city traffic. 

1. Six Revere No. 7420 1000-watt mercury floodlights put 
extremely high level of illumination on pump island service 
extremely effective, high intensity Revere lighting installation area. Fixtures use CH-15 color improved lamps 


supplying an unprecedented amount of light. Between 101 and 2. Fourteen Revere No. 3821 Eliptor porcelain enameled 
floodlights use 1000-watt PS-52 clear incandescent lamps 
; for effective lighting of perimeter and approaches 

from two LOO0-watt color-corrected mercury floodlights mounted 3 


Both problems were solved by a single move using an 


116 footcandles illumination next to the pump island comes 


Three Revere No. 570-620 rigid floodlight poles support 
14 feet above each of three pump islands, Additional light for mercury floodlights. Mast arms extend 6 feet on either side 
1000-watt of pole providing mounting height of 14 feet for mercury 

i units. No. 217-PA brackets mount the No. 3821 Eliptor 
incandescent eliptor floodlights. Average footcandle reading floods on top of pole 


perimeter and approaches is supplied by Revere 


9 


on the approaches is 37. 4. A special pump island for trucks is lit by upswept 
Revere No. 9708-V horizontal island lighter using very high 
The overall effect of this Revere installation is just as it output fluorescent lamps. Fixture is mounted on a No. 303-9 
shted rigid island standard 
: 5. Six No. 1382-KIR Constant Wattage Single-Lamp 
Transformers are mounted inside the station for better 
greatly improving the station’s competitive position. appearance. 


was intended to be motorists notice the brightly-| 


Powerama station in plenty of time to slow down and drive in, 


Send for your copy of Revere's lighting equipment catalog 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. * 7420 Lehigh Avenue «+ Chicago 31, Illinois 


Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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The impression made at the island can convert 
the transient customer to a steady. Service is 
what sells your products and streamlining your 


service makes it easier to do the job. Islanders~* 


save time for selling high-profit items and 
eliminate much back-breaking, time consum- 
ing labor. You get under-the-hood easier with 
Islander water service and spot wheel align- 
ment and tire needs quickly when Islander air 
service is part of the sales routine. Islanders 
are an investment that pay continuous divi- 
dends now and for the future. 


Stand-out island service 
BUILDS STATION REPUTATION AND BUSINESS 





Available with or without automatic tire in- 
flation in a wide variety of models to harmon- 
ize with any station layout. 

Eco Tireflators® provide accurate automatic 
tire inflation for post, wall or remote over- 
head installation. 


; yn? 
1 Do 
( “a 






JOHN Woop COMPANY Bennett Pump Division, Muskegon, Michigan 


District Offices: Albuquerque * Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland * Dallas * Denver * Detroit 
Kansas City * Los Angeles * New Orleans * New York © Philadelphia « Pittsburgh * Rochester * Salt Lake * Seattle + St.Paul * San Francisco 


IN CANADA: JOHN Wood Company LiMiTED + Toronto * Montreal * Winnipeg * Vancouver 


EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable "WOODINTER” 
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Model 97 
Wall Type 
Tireflator 


Model 244AWT 
Islander 












"OUR NEW FORD TILT INCREASED 
OUR PAYLOAD BY 800 GALLONS" 


Says C. G. Keesy, General Manager 
Mid-State Bottled Gas Company of New Haven, Kentucky 


rt 








Every Ford has 


SAFETY GLASS 


in every window 


“The greater maneuverability of our new 
Ford C-750 really cuts our delivery time 


“We distribute well over a million 
and a half gallons of propane gas 
a year, so naturally an increase in 
payload is mighty important to us. 
That’s why we’re so pleased with 
our new Ford Tilt. We can haul 
up to 2,350 gallons of propane with 
our ’58 Ford C-750—800 gallons 
more than our other units handle! 

“Our trucks have to be durable, 
too, because we run them 24 hours 
a day during our peak season. Ford 
trucks do just that! We have a ’54 
Ford F-750 that has logged nearly 
200,000 miles, including pumping 
time, and the only work ever done 


on it was to adjust the valves once! 

“Also, maintenance costs on our 
Fords are more than reasonable. 
Our entire fleet of Ford trucks has 
been converted to propane gas. 
This way we’ve found we can cut 
over-all costs by about 60%. 

“We switched to Ford trucks 
for three reasons. First, we like 
Ford service—we can always get 
parts when we need them. Second, 
we like Ford’s V-8 engines—they 
really put out the work and 
they’re easy to convert to propane, 
too! Third and best, Ford trucks 
cost us less!’ 








Finance the easy 
one-stop way! 
Ask about the new 
FORD FLEET 
TRUCK 


FINANCE PLAN! 
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Shown above is part of MI-Gas Company’s all-Ford fleet. 
These trucks, operating in a seven-county area, serve ap- 
proximately 5000 consumers. Trucks are radio-dispatched 
for fast, efficient service. 


MI-Gas Company’s new '58 Ford Tilt (above) is a real 
timesaver for their drivers. Maneuvering into awkward 
places to reach consumers’ tanks is a normal part of the 
regular routine. The same truck is shown below refilling 
the tank of a typical customer. 
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Bring extra savings to 
your business ... make 
your next truck a FORD! 


Oficial registrations for 1957 show that American 
business buys more Ford trucks than any other make. 
There are many reasons for this popularity . . . many 
reasons for you to make your next truck a Ford! 

Ford trucks are your best buy! Ford’s initial costs 
are low and resale value is traditionally high. The 
modern Ford Styleside pickups are the lowest-priced 
models available with full cab-wide body . . . giving 
23° more loadspace than traditional pickups. 

Value-packed Ford Tilt Cab trucks offer exceptional 
payloads, maneuverability, service accessibility and 
driving ease . they’re the most popular tilt-cab 
line, by over two to one! 

Only Ford offers the economy of Short Stroke power 
in all engines, Six or V-8. And Ford’s Heavy Duty 
V-8’s offer new, advanced durability features. The 
modern Ford Six, available in Light and Medium Duty 
F- and P-Series trucks, is equipped with an economy 
carburetor that gives you up to 10°), greater gas 
mileage. It’s plenty peppy, too, with more horse- 
power per cubic inch than any other six in its class. 

Ford’s rugged cab and chassis construction means 
these new ’58s are built to last. All this plus the 
proven fact that Ford trucks last longer adds up to 
America’s No. 1 truck value. 


ie 


See your local Ford Dealer for the latest in ’58 


trucks or the best in A-1 used trucks. 


FORD 
UCKS 
COST 
LESS 


LESS TO OWN... LESS TO RUN... LAST LONGER, TOO! 





The red cooler for Coke... 


“STOPPER” 
FOR 
THIRSTY 


**COKE’’ IS A REGISTERED TRAOE- MARK, COPYRIGHT 1958 THE COCA-COLA COMPANY, 


More Customers Stop » « « Here’s one case where familiarity 
breeds content. More motorists stop where they see the familiar red 
cooler because more motorists prefer Coca-Cola. Actually, Americans 
drink more Coke than all other national brand soft drinks combined! 


More Customers Spend More! 


® 8 out of 10 who stop for Coke get out of the car... get closer to your 


station’s “big buying area!” 
they stay longer... spend twice as much! Get-outs buy 92% of your 
high-profit TBA items! 


they give you lots of above-average profits on Coca-Cola... in unit 


sales Coke is second only to gasoline! SIGN OF GOOD TASTE 
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“In 14 months...not 

a single bearing = 

lubrication failure i ee 
with lithium-base grease!” \__wenterter 


ae 


an Sika _ ay 
. Ore unloading conveyor rollers 
\ handling 200 tons of 

ore per hour. 


THE PROOF IS IN THE PERFORMANCE... 


lithitum-base orease 


does the job... 


and does it better! {4 


Pinion gear transmitting power 
from 600 h.p. motor 
to a ball mill. 


Pan Conveyor handling hot clinker 
(1600°F), roller bearings in 
dusty, moist atmosphere. 


V.A. Wemco classifier, part of wet / 
grinding system, lower bearing / 
submerged in hot sludge. 


¥ “d Ss " . 
. Leach tanks handling hot slurry, 
agitators driven by Falk 
gear reducing units. 


] 


Here’s a report of our own experience with lithium- 
base grease under extreme industrial service condi- 
tions. Approximately 95% of the grease used in the 
plant of American LitaiuM CHemica ts, Inc., our 
subsidiary at San Antonio, Texas, is lithium-base, 
one-type grease. In fourteen months operation we 
have not been able to trace a single cause for bearing 
failure to the lubricant used. The on-the-spot photos 


REG. U.S. PAT. OFF 


above give graphic evidence of the rugged bearing 
service requirements in this plant where lithium ores 
are processed into high-grade lithium hydroxide, 
itself an important ingredient in lithium-base grease. 
Performance like this is why grease chemists, manu- 
facturers, marketers and users all attest to the superi- 
ority of lithium-base...the one grease in place of 
many for efficient and economical operation, 


American Potash & Chemical Corporation 


3030 West Sixth Street « Los Angeles 54, California 


Want to know more about TRONA 

lithium hydroxide monohydrate ? Send for our 
technical bulletin on this important 

chemical ingredient in lithium-base greases 


LOS ANGELES * NEW YORK °* SAN FRANCISCO * ATLANTA * PORTLAND (ore ) 


Export Division: 99 Park Avenue, New York 16, New York 
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Manufacturers of Buildings ¢ Oil Equipment ¢ Farm Equipment ¢ Dry Cleaners Equipment ¢ Outdoor Advertising Equipment © Custom Fabrication 


Sales offices in Los Angeles and Richmond, Calif. * Houston, Tex. * Birmingham, Ala. * Atlanta, Ga. * Kansas City, Mo. « Minneapolis, Minn. ¢ Chicago, Ill. * Detroit, Mich. 
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Rain or shine...Protected stations 
pump more gallonage...sell more TBA 


Motorists just naturally prefer to pull into a sta- 
tion like this. Regardless of the season or the 
weather they can drive in and get out of their cars 
in comfort under a protective canopy. And when 
they do, gallonage goes up and TBA sales in- 
crease. You avoid those depressing, foul-weather 
sales slumps. 

Protected stations offer other advantages over 
“Open” stations. Employees can work faster, more 
efficiently—render better service because they, 
too, are protected from the weather. Valuable 
equipment lasts longer, requires less mainte- 
nance because it is sheltered. 

Profitable stations like this can be built eco- 
nomically with mass-produced Butler building 


components, Pre-engineered Butler structural 
frames and roof panels eliminate costly design 
and custom fabrication work. They are precision 
made to permit fast erection. 

The versatile Butler Building System that cre- 

ated this distinctive service station, is the same 
system of building that the oil industry has used 
to build fire-safe, weathertight offices, ware- 
houses and garages economically—from Canada 
to the Gulf of Mexico. 
For full details on how to build protected stations like 
this, that attract more business, enable you to operate 
more profitably the year ‘round, contact your Butler 
Builder. He’s listed in the Yellow Pages under ‘‘Build- 
ings” or ‘Steel Buildings.’’ Or write direct. 


, BUTLER MANUFACTURING COMPANY 


ee, pagwwe” 


7454 East 13th Street, Kansas City 26, Missouri 


Cleveland, Ohio © Pittsburgh, Pa. * New York City and Syracuse, N.Y. * Boston, Mass. * Washington, D. C. « Burlington, Ontario, Canada 
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1. DIESEL FUELS 


2. HEATING FUELS 





3. RESIDUAL FUELS 


.--In all these, Du Pont FOA-2 minimizes sludge formation 


Get a bigger share of these 3 fuel markets 
...with Du Pont FOA-2 


Du Pont Fuel Oil Additive No. 2 
(FOA-2) can help you get a bigger 
share of the diesel, heating, and re- 
sidual fuel markets. 


More flexible processing 

By balancing your stocks with 
FOA-2, you meet varying market 
demands, while maintaining stabil- 
ity in storage. You stabilize cat 
cracked distillates for blending with 
straight-run stocks. 


Diesel fuelsare improved by FOA- 
2, for it provides greater blending 
flexibility and filterability. Injector- 
sticking is minimized. 

Heating oils are kept stable during 
storage with FOA-2. Its triple action 
of stabilizing, solubilizing and dis- 


persing prevents sludge formations 
that cause filter-fouling and nozzle- 
plugging. FOA-2 is nonmetallic, and 
no ash is left after burning. So it 
cannot contribute to ignition failure. 
Costly service calls are far fewer. 


Residual stocks are improved by 
small amounts of the additive. It pre- 
vents sludge in tanks and on burner 


*86. u. 5. pat ort 


Better Things for Better Living 
» «= through Chemistry 
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parts, and gradually removes already- 
formed sludge. Therefore, mainte 
nance and tank-cleaning problems 
are largely solved by Du Pont Fuel 
Oil Additive No. 2. 

For further information, just write 
us, or phone our office nearest you 
E. I. pu Ponr pe Nemours & Co. 
(INc.), Petroleum Chemicals Divi 
sion, Wilmington 98, Delaware. 


Tetraethyl Lead 


and other 
Petroleum Additives 





mak £88 





AMERICAN CARS! 


Delco-Remy’s new expanded line of electrical system 
service parts makes headline news for jobbers, service 
outlets and customers alike. Now for the first time 
owners of all popular American cars can enjoy the 
quality and reliability of parts from Delco-Remy— 
world’s largest original equipment manufacturer of 
automotive electrical systems. 


One inventory, one supplier, one line! Stock Delco- 
Remy alone and you’re set to service all popular 
American makes: contact point sets, rotors and caps, 
generator brushes, regulators and coils. Get full 
details about this great new profit opportunity now 
from your United Motors Distributor. 


GENERAL MOTORS LEADS THE WAY STARTING WITH Delco-Remy ELECTRICAL TEM 


DELCO-REMY ° DIVISION OF GENERAL MOTORS . ANDERSON, INDIANA 
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Now 
Hosick 
minds 
his own 
business... 





and makes it pay 


Managing his own Shell station 

is a new and profitable 
‘insurance policy” for veteran 
insurance executive Percy Hosick 


Hosick keeps posted on promotions and 
service techniques through regular Shel- 
lubrication Bulletins. Here he passes on a 
few valuable tips to his staff. 
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Bhar Hosick made the big decision. 


After 21 years, he left a secure position with an 
insurance company to open his OWN Shell station in 
Hayward, California. The reason? Percy wanted a 
chance to be his own boss—to increase his income—to 
insure his future. 

How did Shell come into the picture? Percy found 
that Shell products and the Shell merchandising tips 
would enable him to give consistently good service. 
And the clincher—well, conversations with dealers in 
the Hayward area convinced him that Shell offered the 
best dealer-supplier relationship in the industry. 

The groundwork was done long before Percy’s brand- 
new two-bay service station even opened for business. 
Percy attended the Shell Advanced Retail Training 

Yenter—and with Shell’s help, he spent every spare 
moment boning up on the station business. By the 
time the station opened, he was sure he could make a 
success of the program he and Shell had mapped out. 
Result? Well, many competitive dealers in the Hayward 
area can now find former customers at Percy’s pumps! 


Hosick’s Shell Service opened to excellent business 
2 years ago. And now—business is bigger and better 
than ever. Monthly gallonage averages out to 50,000. 
Two full-time and three part-time employees are now 
on his staff. All of them are graduates of the Shell 
Advanced Retail Training Center. 


How to bring in the business that keeps a staff like 


For a new resident—a personal call. 
Mrs. N. Oliver hears one of Percy’s sales talks. 


It pays to 
—and your nearest Shell office will be glad to tell you why. 


Ask for the District Manager. 
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that busy? Hosick checks local newspapers for new 
arrivals in the rapidly expanding Hayward area. Then 
he or one of the crew calls on them in person (an old 
insurance habit—and a good one). Hosick explains, 
““Many of them are from out-of-state and want to get 
settled in town.”’ And through these visits, many of 
them get off to a good start with Hosick’s Shell Service. 
Percy follows up this personal solicitation by telling 
every customer who pulls in that he’s pleased they 
like his service. And often he asks if they can suggest 
any improvements. 

Another project that pays off for Percy is Shell’s 
TBA deferred payment plan. This plan is part of 
Shell’s credit card program, and Percy often refers to 
it as “life insurance.’ For example, a customer who 
needs new tires right now can have them in minutes 

. and drive in safety while he pays over a period 
of months. Percy now averages $2,000 a month in 
TBA sales. 

Percy looks on Shellubrication 1,000-mile service as 
a form of insurance too . . . for dealer and driver. The 
driver knows his car is going to be kept in top shape; 
the dealer can count on a regular income. Percy and 
his staff solicit Shellubrication jobs regularly. And the 
pay-off . . . 600 active Shellubrication customers! 

Percy Hosick is now the proud owner of a growing 
and profitable business. Any regrets? Only one. Says 
Percy: “‘I just wish I’d gotten together with Shell a 
long time ago!” 


Percy explains to a customer the importance of 
lubricating wheel bearings every 10,000 miles to 
prevent friction wear and insure longer life. 


Shell Dealer 





ROCKWELL eeeaand call 


METERS 


with New Crank Control things that 


The rotor in these meters is now controlled by a simple 
coordinated linkage. The new design does not alter the 
proven “floward’’ operating principle. It does enhance 
performance by providing the advantages of increased 
capacity, fewer parts, permanent timing and quiet oper- 
ation. These rotors are interchangeable with rotors in 
earlier model Rotocycle meters. 


No. 400 Rotocycle 

Shown with printing register. 
All other registers available. 
Made In cast Iron or cast steel. 
Normal capacity range 80- 
400 gpm. 


No. 600 Rotocycle 

Shown with large reset regis- . 
ter. All other registers avail- 
able. Made in cast iron or cast 


steel. Normal capacity range 
120-600 gpm. 


Rockwell air eliminators are engineered 
to remove all entrapped gases in the 
liquid before they reach the meter and 
adversely affect accuracy. In-line con- 
nections simplify installation. Unit 
assembly of all working parts eases 
routine muintenance. 


No. 1000 Rotocycle 

Shown with non-reset register. 
All other registers available. 
Made in cast iron or cast steel. 
Normal capacity range 200- 


ROCKWELL 


PITTSBURGH 8, PA. Atlanta Boston Charlotte 
Chicago Dallas Denver Houston Los Angeles 
Midland, Tex. New Orleans New York 
N. Kansas City Philadelphia — Pittsburgh 
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these Rockwell Accessories 





your metering more profitable 


make your meters 


STRAINERS 


IN-LINE STRAINER 


ANGLE STRAINER 


Both types of strainers prevent for- 
eign matter in liquid from damaging 
the meter. Both have large effective 
screening area and the economy of 
re-usable O-ring cover gaskets. 


ANGLE 
ADAPTORS 


Angle adaptors are used for ease of 
reading when meters are installed 
below ground, such as in airport pits. 


MANUFACTURING CO. 


San Francisco Seattle Shreveport Tulsa 


In Canada: Rockwell Manufacturing Company 
of Canada, Ltd., Poronto, Ontario 
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go—that improve measurement 


RATE LIMIT VALVES 





These valves are designed for use at 
meter outlets to control maximum flow 
rates and thus prevent over-speeding. 
They also have utility in providing 
equal distribution of liquid through a 
line of meters. 


REGISTER 
EXTENSIONS 


Register extensions 
permit installing me- 
ters under the load- 
ing rack platform or 
underground. 


SWIVEL ADAPTORS 


(Not Illustrated) 


These adaptors permit the meter reg- 
ister to be rotated through a 360° turn 
for easy reading from any angle. 


REMOTE REGISTRATION 
SYSTEMS 





i i <a 


: 
¢ 
| 
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RECEIVER 


This remote registration system 
permits centralized control over 
all metering operations. It trans- 
mits meter registration from a 
remote location, such as on a 
loading rack, directly to a receiv- 
ing register of the printing type 
by synchronous electrical impulse. 
The transmitter is mounted atop 
the meter at the point of measure- 
ment. Its matching receiver is 
mounted in a central control office. 


AUTOMATIC QUANTITY CONTROL VALVES 


eS) 
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Multistage type, for smooth non- 
shock shut-off of predetermined 
volumes of liquid. An invaluable 
aid when topping off loads or 
processing witb liquids. 





NOW WESTINGHOUSE PUTS YOU ON TARGET FOR 


HEADLIGHTS 
AIMED HERE 


WESTINGHOUSE AIMER-HEADLAMP DEAL 


Headlamp aiming has always been a highly profitable business . . . but now it can pay off 
bigger than ever! The powerful new 4-headlamp systems make proper aiming a must—and 
a big national advertising campaign is drumming that point home to motorists! Cash in on 
this simple, profitable business with new Lev-L-Lite headlamp aimers. These aimers handle 
all 2- and 4-headlamp systems on any car equipped with sealed beams! 


Buy the complete AFP-2 Aimer Pack which includes: But you pay only $43.95* 
2 aimers and adapters............. $49.45 regular dealer price 
12 Safe-T-Beam headlamps......... 16.56 regular dealer price 

— *Includes $10.00 allowance for old aimer. 
(Prices shown are suggested.) 
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ee ae "CHANGE TO THE... 
REVOLUTIONARY NEW LEV-L-LITE AIMER SAFEST 
e Complete aiming kit includes two aimers, two sets : a Li GHTI NG 


of adapters, precision transit to compensate aimers 
for uneven floors. 

¢ Takes care of all 2- and 4-headlamp systems! 

e Checks headlamps vertically and horizontally with- 
out removing headlamp doors! 

e Aims beams to accuracy of 4 inch at 25 feet! 

e Checks headlamps faster than dealer can clean car 
windows! 

e Meets S.A.E. requirements! 


WESTINGHOUSE SAFE-T-BEAM™ HEADLAMP ASSORTMENT 

12 Safe-T-Beam headlamps come in free colorful "He 

merchandiser that contains five 5040S (6v.), three eI . SE ey 
5400S (12v.) and two each 4001 and 4002 (12v.). ' : ne 
Plus 2 free attention-getting banners to promote 

headlamp sales and aiming service. 


USE 


DRIVE SAFELY AT MIGHT... 18 ANY 
WEATHER... WITH 


Westinghouse 


SAFE-T-BEAM. 


<= 
All for only 43%", . . = | 
less than cost of aimers alone ! = ‘ . 5/ paericrion on 20TH HGH aud Low Bias 


pola 
/THE ONLY HEADLAMPS TO GIVE YOU GLARE 


LETS YOU SERVICE ALL CARS ON THE ROAD! 





1. Sell the 12 new headlamps in the deal $29.60 
2. Aim these 12 headlamps (avg. charge $1.50 per pr.). . .9.00 
3. Use the aimer only 4 more times..........+.00e00- 6.00 


you CAN BE SURE...iF iTS 


only Westinghouse Safe-T-Beam head- \ \ Se NS) ti ngh ou S 


lamps offer glare shielding on all beams. Be sure to specify 
Westinghouse on every lamp order. 
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Sy? 
~7 
There is a Tri-Sure’ plant or affiliate at each of the cities 


listed above, which gives complete coverage of the closure needs 
of oil and chemical companies ‘the world over.” 


ES Whatever your drum or pail closure problem, there is a 
CLOSUR Tri-Sure closure that will solve it. And wherever your plant is 


° located, there is a Tri-Sure plant that will serve your needs. 
for drums and pails 





*The “Tri-Sure’’ Trademark is a mark of reliability backed by over 35 years serving industry. 
AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
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Price eiededs_Cuseeren are + aeochoalener: ‘ow the spit 
bility of a freeze on petroleum product prices, partiou- 
* Jarly gasoline, as a result of the growing international 


tension. Some marketers fear the freeze mi £ be tied 
to “depressed prices” of past 12 montlis)4/ 241 Mi 


a od 


Se CAN 





ol Oates miozse went - nite eniioznY welt 
TO Wnoo?2 


AROUND. THE. COUNTRY 
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brig ba half of 1958 looks 

iter... say, Southwest oil company. economists. One 

ie ba, domestic oil demand running about, 8,7-mil, 

/ din, the dast, six, months, with a peak of 9. 9- 

eat on b/d by year’s end. But such optimistic ‘predic- 

tions carry ifs; one big one is that production of both 
crude and products would have to be , ‘kept in line.” 


$20 onemahh-eno li 


1 200000) : * 


Up, But.Modestly-—West Coast. demand for pil prod- 
ucts, was up. a,strong 2%,.for the: first: six, months,, say 
authoritative sources. One company reported an over- 
all 3% gain, with a 6% increase in, civilian gasoline 
demand!" From “now ‘Gn, yearly gaitis' WAP Be ‘médsured 
by 2,3 br 4% not by the’ spectatular’8 %* and‘'10% 
of: ‘some Parone saaes years, ‘says this solirde. 


Good, >i lag om Steen, is. being. viewed with a 
little. more.optimism op,.the. Texas;Gulf, Coast,,,.Inde- 
pendent, refiners ,are -heartened, by, some .improvement 
in. product, demand; and..prices. Thus.,Delhi-Taylor, Oil 
Corp. is considering ‘putting its 15,000, b/d.Port Isabel, 
Tex., refinery back into at Jeast partial operation. The 
plant had been closed, since early this year, 


>i a? 
New. Marketing Study—A . major oil, company. jis 
setting’ up:.a) ‘task: force” oftop..personnel to..study 
over-all; marketing’ practices,;;The .group, will, be ,de- 
tached from, ordinary, staff duties, and will be) free, to 
develop new ideas, and solutions to gnawing problems, 
A company executive says the principle »will ,be, to 
“view with suspicion everything we have done in the 
past.” 


Ai 


Superior Woes Public_—Look foreSuperior Off to ‘be 
pressing ‘more’ actively’ for public’ favor. It’s hired its 
first-two public relations men ‘and adopted am emblem 
for’ domestic arid’ foreign use—the’ letter’S inside the 
lettér“O! Superior’s ‘a! powerful producing company but 
doesn’t engage ifi'any marketing in its ‘own name. Its 
name Was clouded in’ the -piblie eye through its role 
in the natural gas bill hassle two Yeats ago. 
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Pare for cibense major, company is planning 
to expand its investment, in station building funds. The 
company, curtently has’ about $30-million invested in a 
revolving ‘Joan’ fund, for owners df property with sta- 
tion building potential. An additional’ authorization is 
being Seridusly ‘considered. The principle, as ‘outlined 
by a marketing’ official: “We're looking for ways to 
build—using other people” $ money.” 


Sinclair “Changing Brandmark?—Sinclair may be 
ready tO launch ‘a ‘long-awaited “unity of design” pro- 
gram. Four’new oil cans abotit’ to hit'the’ market bear 
the “kéystone”’ emblem Suggested thrée years “ago” by 
designer Donald Deskey. The company has made some 
changes: Three “flight-wing” checks suggested by Des- 
key» have’ been dropped 'Thé »riew© cans are: )fancie? 
and “moreattractive,” ‘says'id company executive, but 
wilt save! Sinclair:$51,000\a year im production: costs. 
More important, they couldi herald the: introductiom of 
the keystone On -station signs, ‘bulk plants, trucks, 
letterheiids and other points.of public! contact: 


Remote Pumps Get Boost-—A Southwest major that’s 
studied comparative »maintenance. costs over;a)3-year 
period reports remote pumps far superior) to:“‘conven- 
tional” types. The company believes it can cut down 
maintenance on remote systems eyen more by watching 
electrical ‘installation ‘closely. It found"'90% “of *Wiiat 
trouble it had came from ‘faulty ‘electrical work: 


Aluminum Cans Move Ahead — Aliiminum motor 
oil cans Willsoon hit the oper’ market: Continental Can 
Co. is negotiating contracts to sipply major ‘oil com- 
panies with the lightweight containers at prices com- 
petitive ,with ,tin-plate.cans, Untik mow, Esso, bas had 
an .edge.on ,the, market through. .its exclusive contract 
with Reynolds Metals, Co, for,,60-million , aluminum 
cans;,a year.,;Continental, says,,it, won't, try,.to recover 
used cans, a;/-stumbling,,.block, Reynolds ;hasn’t. yet 
solved. Behind Continental’s offer, say industry sources, 
is a low-priced supply corftract with Alcos for sheet 
aluminum. 


Trade Relations Push—Another big major oil com- 
pany is studying the advisability of creating a disttibu- 
tor dealer relations positiom, similar to those set up by 
Continental, Pure,Shell, Socony Mobil and Tidewater, 
The _idea,would be to give the position wéight by ‘ap- 
poiriting a top-ranking marketer to fill the post: 


Three, Grades for Billups?—Billups Petroleum Co. 
seems to be testing a 3-grade system. A “super” ‘pre- 
mium pump is in use at One of its stations at Bryan, 
Tex., site of a divisional office. 


More Ahead of the News > 
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Ahead of the News 


West Coast Case: Trial Delay—lIt now looks as 
though the long-standing antitrust case against seven 
West Coast majors will be put off until next spring 
(trial had been scheduled for Nov. 18). An attempt 
to reach a settlement through consent decrees collapsed 
recently. The government had insisted, for one thing, 
that defendants agree not to operate salaried or con- 
signment stations. Only Standard of California has 
a substantial chain of salaried stations; and not all 
majors have consignment stations. But there was a 
reluctance to agree to a commitment that would not 
bind competitors who might enter the West Coast 
market in the future. Chances are the trial will be held 
in San Diego, The reason: U.S. Judge James Carter 
was transferred there from Los Angeles where the 
complaint was filed by the Justice Department in 1950. 
(For background see NPN FactsBoox, May ’58, 
p224.) 





Goodbye Pump Globe?—The familiar lighted pump 
globe is on the way out. There are two reasons for the 
demise: (1) A trend away from “gingerbread” in sta- 
tions. Display experts say the globe is a “Mid-Victorian 
monstrosity.” (2) Introduction of the 48-in. pump: al- 
ready marketed by three companies, it’s rapidly gain- 
ing favor. It has no electrical circuit to light a globe 
and no top fixture to support it. Two traditional globe 
companies—Standard of Indiana and D-X Sunray— 
are reportedly considering adoption of non-globe pumps 
in the near future. 
* 


Knox Expanding—Knox Industries of Oklahoma is 
taking the first step in a planned expansion program 
(NPN—July, p106). Knox has purchased 10 Oklahoma 
City outlets from fellow-private brander B. M. Salyer. 
The 10 stations do a monthly total of 250,000 gal. 
They'll be branded—temporarily, at least—“Super- 
Save,” rather than Knox. 
* 


Tidewater’s 100-Plus—Competitors report Tide- 
water’s highly publicized 100-plus premium-grade gaso- 
line is picking up volume at a rate that may be above 
normal demand growth. Tidewater is letting others 
guess and has made no information public. 


. 
Antitrust Study Near—Texas Atty. Gen. Will Wilson 
promises a report soon on his staff's investigation of 
gasoline prices in El Paso, Tex. The study deals with 
outside-the-industry charges that gasoline prices were 
too high. 


Dealer Insurance Plan—General Petroleum has just 
joined the roster of major oil companies offering an 
extensive group life, medical, hospital and surgical in- 
surance plan to service station dealers, their employes 
and dependents. (GP already had life insurance for 
jobbers, consignees, their employes and dependents.) 
Monthly cost is $4.88 for dealer, $4,29 for employe 
and $6.65 for one or more dependents, Plan starts 
when 2,500 have enrolled. (For a report on insurance 
plans, see NPN—April, p120.) 
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taken in southern Illinois by an oil jobber and an 
implement dealer. If successful, the use could create 
another summer market for propane. From the jobber’s 
standpoint, it would provide an indirect benefit if weed 
—- resulted in better crops and better col- 
ections. 


New Gasoline Rating?—A new gasoline rating for 
100-plus octane fuels seems to be coming, sooner or 
later. The margin of error in blending gasoline to the 
precise 100-plus octane is forcing refiners to adopt 
excessive tolerances—and this costs too much money. 
Fuel researchers say putting out a product one octane 
more potent than necessary costs the industry more 
than $250,000 a day. Refiners have been working 
on the problem and getting nowhere. But the pressure’s 
mounting. 





Non-Marring Hose—Continental Oil Co. is trying to 
come up with a non-marring hose. Conoco’s fed up 
with black hoses rubbing off on its white gasoline 
pumps. Tests have been made with such rubber com- 
pounds as Buna N, Vinyl-Nitrile, Neoprene and Hy-Car. 


Solidified Gasoline—The day may be coming when 
gasoline can be solidified with an additive and stored 
and transported without containers. The Russians seem 
to have developed such a process, said to involve 
plastics. So-called “gasoline bricks” reportedly are 
resistant to heat and rain and can be stored under 
water without loss of gasoline content. The solidified 
gasoline is reliquefied by a press that can be installed 
in planes, cars and tractors. A communist East German 
armed forces magazine says the additive can be used 
at field temperatures up to 120° F. 
e 


Octanes Going Higher?—A big increase in octane 
ratings is possible using existing refining facilities, says 
a Universal Oil Products Co. official. Davis Read says 
super-premium gasolines of 105 to 110 octanes could 
be made with present processes. He forecast house- 
brands with octanes in the 94 to 98 ranges in a few 
years. On the other hand, some auto industry men 
think the octane race may be slowing down. (NPN 
—May, p68). 


IN DETROIT 





Widest and Longest—When the 1959 car models 
hit the display rooms next fall, the Lincoln will be the 
widest car on the market and the Cadillac the longest. 
Size won’t be restricted to upper-bracket cars, either. 
The Chevrolet, Detroit sources report, will be about as 
wide as the 1958 Lincoln and within inches of this 
year’s Cadillac. (For advance specifications on the 1959 
models, turn to page 94.) 
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NPN PRICE AVERAGES* 
MILLION /Terminal 
{BARRELS (¢ per gal.) 
240 July June July 
on a 1958** 1958 1957 
GASOLINE ea, Gasoline 
200 a Le, Sater a (regular) 11.80 11.14 12.50 
190 }- a Oe —_—— “SS Kerosine 10.70 10.67 11.39 
wk. a Distillate 9.15 9.08 9.93 
Residual 4.73 4.70 6.12 
1204— od products 9.23 901 10,15 
sesh. - Lube oil 21.53 21.53 24.17 
Crude at 
se RESIDUAL “ well ($ 
éo}- coma mre anaes a an Om el per bbl.) 3.04 3.06 3.10 
“oc -_——T —— 
bs "4 *Weighted average price, principal 
oP ae ae gen | By 6 eUey pti ee markets. Crude prices middle of 
month, not monthly average. 
dy Sy Gly wer ie Es aay We Fee MAM 3 **Through July 18, 
j 
MONTHLY PETROLEUM STATISTICS 
Primary stocks (Last Day) July 1958* June 1958 July 1957 
Finished and unfinished gasoline (thous. bbl.) ........ Sr ie 182,169 185,112 177,868 
Distillate fuel oil (thous. bbl.) .................. 000 eee 109,507 104,732 138,359 
er COI se GR. SI Se ec 25,040 24,112 31,713 
eee Te We CO, I ins os Rais ERA Sin cco ces 66,155 63,851 49,621 
Crude oil—B. of M. (thous. bbl.) ........--... 02.0 e ee uee 252,809 257,272 288,241 
Refinery Activity 
Crude runs to stills (thous. bbl. daily) .................. 7,554 7,593 7,852 
Foreign crude included (thous. bbl. daily) ................ 946 974 1,156 
% of refinery capacity operated ................000e 82.2 82.7 87.2 
Refinery Output 
eS CU CO ii. i penis wee eens s 3,945 3,874 3,833 
WM CCU SR, TIN bn ok ee ne heccc cease vests 232 254 249 
Distillate fuel oil (thous. bbl. daily) ...................... 1,131 1,505 1,750 
Residual fuel oil (thous. bbl. daily) .................... 980 945 1,090 
Crude Supply 
U. S. crude oil production (thous. bbl. daily) ............ 6,433 6,339 6,873 
Crude oil imports (thous. bbl. daily) .................... 966 936 1,180 
*Through July 11. 
Source of Data: API Weekly Reports, except 1957, Bureau of Mines. 
MONTHLY MARKET TRENDS 
: Latest Month Previous Month Year Ago 
Exports of crude and refined products (thous. bbl.) ........ 8,066 (April) 8,486 24,265 
Average station gasoline price, ex tax (¢ per gal.) ... ¥ 21.37 (July) 21.43 22.19 
Gasoline consumption (millien gal.) . ee er, va 4,024 (Feb.) 4,468 3,985 
Passenger cars—domestic shipments (thous.) ............ 75 (May) 74 83 
Trucks and buses—domestic shipments (thous.) .......... 352 (May) 322 523 
Automotive replacement tire shipments (thous.)............ 6,220 (May) 6,183 5,787 
Replacement battery shipments (thous.) ...... ae 1,239 (April) 1,577 1,178 
Oil burner shipments (thous.) ................... 31 (March) 34 44 
Service station sales (all commodities) $-million . 1,344 (June) 1,356 1,321 
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Gasoline: ie“ Outlook 


rviner’ ¢ 


If. protect as increases fi 


refiners may step u ole runs ~~ 


Two forces now at work. will have a” significant 


' ly and d d 
eli aa tae 


, Of the year. 


@ The touring and pleasure 
swing over the country rea 
to start. gasoline demani 
This will be particularly true 
begins by: fall: to pick up’fro 
is*now anticipated, Gasoline 


ow in full 


the irecession, as 
ipments from _re- 


finieties marked tiie in the secpnd quarter, beings ~ 


about the same as for the second d quarter of 1957. 





Semen THEAliier “Assn; and some oir 


company authorities believe vacafi@li travel by 
car this year will be the greatest on record—some 
say about 15% greater than in 1957. Inquiries at 
oil company touring bureaus and national park 
offices are heavier than ever before. It may be 


, that the cost-conscious, public is turning | tg auto 


travel this summef for économy. 
Vacation travel-was, partly responsible for boost- 


. ,ang gasoline demand in last year’s ,third- quarter. 


Total demand went from 4,070,000 -bbl,, daily in 
the previous quarter to 4,150,000 bbl Then gaso- 
line demand declined to below the year-earlier 
levels as the recession made itself felt. An increased 
demand in this year’s third quarter will start from 
the second quarter’s 4,050,000 bbl. daily—20,000 
bbl. daily less than in the same period a year earlier. 

e If product demand shows much increase, re- 
finers may be stepping up operations to meet cur- 
rent needs—perhaps close to an average of 8-mil- 
lion bbl. daily*by the fourth quartet. Indicated 
demand for the major products was ‘down in this 
year’s second quarter, but this is due entirely to 
the large drop in the use of residual fuel. Demand 
for gasoline, kerosine, distillate oils and residual 
fuels stood arotind'6,850,000 bbl. daily average, 
about 4% less’‘than for the second’ quarter of 
1957. Residual fuel oil demand continued in the 


How Product Stocks at 
Refineries Have Changed 
(000 bbls.) 
June 30, June 
1988 | 
105,809 


District 


0, change 
= a ‘57 
— 5.9 
90,422 —14.6 
176,231, — 9.4 
63,001 — 13 
30,408 — 6.5 


99,585 
60,120 
159,705 
62,169 
28,427 
55,990 
146,586 


306,290 
71,824 
378,115 


East Coast 
Gulf Coast 
Total Coastal 
Ind.-Ill.-Ky. 
Okla.-Kan.-Mo. 
Other Inland 
Total Inland 
U. S. East of 
the Rockies 
West Coast 
Total U. S. 


— 14 
— 2.4 


56;788 
150,197 


326,428 
55,443 
381,871 


— 6.6 
+29.5 
— 09 


| trend. 
general business~ 


hiela 4 ol Mme Aclitliil- Me daelsltlare 
1957-1958 


Refiners’ 














doldrums because of the.competition from. natural 
gas and coal. ( 

Estimated second-quarter shipments ‘of distillate 
fuel oils and kerosine Combinéd wéré ‘about '1,525,- 
000 bbl., almost the same as for the same period 
in 1957. Indicated demand for residwal’ fiel*oil;*” 
however, was less*thatt’1,;300;000' bbl.’ daily, com- 
pared with 1,500, 000 bot. in the same year-earlier 
period. 

The total stocks of gasoline, distillate oils, | kero- 
sine and residual fuels are lower than they Were 
a year ago—even though they startéd’ the year 
some 38-million bbl, higher than at the beginning 
of 1957 (see chart,,above).. This is because re- 
finers have operated at a lower rate so far in 1958. 

Stocks of the major products declined about 1%, ) 
in the country as a,.whole, but they, actually. de- 
creased more than: .thisim most areas..(see table 
at left). A gain of almost 30% in total inventories 
on the West Coast (from June 30, 1957; to’ June 
30,1958) went far to “Offset very matefial' réduc- 
tions in some of the districts east of the Rockies. 
West Coast stocks. seyfrom, 5, 443, bbl.. f9, 
71,824,006 bbl ried: ? ROP hi 

Gasoline stocks have declined in the U.S. as a 
whole. This June 30 they were 185,166,000 bbl., 
almost 2:7% léss than the ‘year before. Corfibined 
distillate fuel oil and kerosine “inventories were 
down to, 128,800,000 bbl. this June 30, about'12%, 
less than, the. year, before... Residual, fuel. stocks 
June 30 were, 64,147,000 bbl,,, about 40% greater 
than the 45,572,000, bbl. held last ,June..30. More 
than 15-million bbl. of: the increaseiwas»in: West 
Coast’ refineries, & 
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Closeup photo shows 
how even narrow-tread 
Volkswagen will 
Straddle FP-11 Frame 
Lift Runners. 





New superstructure design handles 
all makes faster, safer, more efficiently 


Now you can have one lift to handle all makes of cars 
. the big American makes as well as the tiny imports. 
This new Rotary FP-11 Frame Lift is designed with a 
superstructure sized to give maximum utility as well as 
increased range of pick-up arms. Arms rotate and slide 
on runners for fast, easy positioning to lift cars with 
newest “X” frames and frameless or unitized bodies. 
New, too, is a two-position wheel spotting dish that 
makes spotting the car accurately over the lift easier 
and faster. More precise lifting areas on “X” frame and 
unitized bodies increase the need for accurate fore-and- 
aft spotting which this dish provides. 
With all this you get the proven frame lift advan- 
tages maximum undercar accessibility, relaxed BIGGER PICK-UP RANGE 
spring suspensions, wheels freed for tire and brake work, Dotted lines show area in which new, fast FP-11 
and economical cost. For lubrication, oil changing and Frame Lift pick-up arms can be positioned. Sliding, 
almost any undercar repair job this new Rotary FP-11 swiveling arms can be brought to within 3” of each 
Frame Lift is tops in speed, safety and efficiency. Ask other inboard or set 71” apart outboard. Fore-and-aft 
your distributor or write us for more information. range is a big 87”. Easy to position accurately! 


FP-Il Frame Lift 


ta Product of ROTARY LIFT COMPANY, Division of Dover Corporation, Memphis, Tenn., Chatham, Ontario 


(@)) First name in oil-hydraulic auto lifts—passenger and freight elevators—industrial lifting devices. 





SINCLAIR SUPPLIES 45% 
OF THE AIRCRAFT OIL 


used by scheduled airlines in the U.S. 








Good reason for you to switch 
bing, the Sino Dinosaur, sss = st @ SINCLAIR DEALERSHIP 


“Sinclair leads 


the industry You may never see an airliner taxi up to a Sinclair Dealer Station. But we’ve 

pictured this to tell you that Sinclair supplies 45% of the aircraft oil used by 

scheduled airlines in the U.S. Such preference is due to Sinclair dependability 

assistance." and quality. Both are reasons why a million new customers have switched to 
Sinclair gasolines, motor oils and greases for their cars. 


in dealer 


25,000 Sinclair Dealers in 36 states now serve American motorists. But more 
are needed to satisfy the soaring demand for Sinclair Products. If you'd like to 
become a Sinclair Dealer, backed by Sinclair’s strong advertising, merchandising 
and prestige, it will pay you to contact us now. Phone your local Sinclair Repre- 
sentative, or write or wire: Sinclair Refining Company, 600 Fifth Avenue, 
New York 20, N. Y. Ask, too, about the Sinclair TBA franchise, featuring 
Goodyear, the greatest name in rubber. 
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Give PAC a Chance 





TS ACTIVITIES will probably affect you, 

directly or indirectly, so every oil marketer 
has a right to be interested in the newly 
formed Public Affairs Committee. Putting it 
more strongly, every marketer should feel an 
obligation to be informed about the PAC: it 
combines the functions of two prominent 
American Petroleum Institute departments 
the APIC (legislative) and the OIC (public 
relations). 

Marketing reaction was fairly critical when 
the membership of the PAC was announced 
a short time ago (NPN—July, p81). Some 
scepticism cropped up over PAC’s ability 
to represent marketing interests adequately. 
Part of this feeling is due to the fact that the 
19-man committee included only two active 
marketers. (When completed, the PAC will 
consist of 20 members.) 


A number of subcommittees will be chosen 
later to concentrate on individual issues and 


problems, and PAC supporters believe that 
marketers will be well represented then. 

As it begins its career, PAC is confronted 
with serious obstacles. Not only must it de- 
velop a long-range program to win over a 
public that is often antagonistic toward the oil 
industry, but it must win over industry segments 
which are dubious of PAC’s ability to succeed 
and which, consequently, may be reluctant to 
donate energy and time. Thousands of mar- 
keters have done field work for both APIC and 
OIC, and many wonder whether their efforts 
were in vain. 

PAC can’t ignore this challenge: to win 
over marketers who are going to be a vital 
part of the field activities. Lacking the gen- 
uine, unstinting support of field marketers, 
PAC will labor under an awesome handicap. 

It would be unfair to prejudge this organiza- 
tion, created for such an important task. Every- 
one should give PAC a fair chance. 


Good Ideas for Fuel Oil Men 





OBBERS interested in making their meet- 
ing programs more effective might get some 
ideas from the Oil-Heat Institute of America. 
This national heating oil trade association has 
3,500 members in its distribution division. 

At the last meeting, two all-morning ses- 
sions were devoted to pertinent subjects. The 
format was sharp: Each day, 12 speakers 
sat on a panel, and one by one they talked 
about a subject for 14 to 18 minutes. As 
each finished, he went to a private room, 
where he was joined by marketers who wanted 
to pursue his subject. The subjects covered 
management, merchandising and operations; 
and included such topics as selling oil heat to 
builders, salesmen’s incentive plans and cutting 
delivery time and costs. 

Did it go over? Yes, indeed. The ballroom 
of the New York Park-Sheraton, where the 
main sessions were held, was filled at 9 a.m. 
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Fifteen to 200 people moved on to each in- 
dividual session, returning later to the general 
meeting. Another feature, a technical sym- 
posium, attracted a large turnout. 

What was the appeal? This: The programs 
generated large quantities of real information. 
They weren't gripe sessions. Said a Wisconsin 
jobber, “I got enough ideas the first day to 
pay for my trip.” 


Incidentally, the registration hit 1,100 and 
the trade show drew some 12,000 visitors, at- 
testing to the popularity of the national event 


For the worthwhile program, compliments go 
to the OHI staff, especially Ralph Becker, 
managing director; Charlie Burkhardt, head of 
the distribution division, and Dave Bottrill, 
technical secretary. 

(For fuel oil news, see pages 111, 113, 126 
and 174) 








INCREASE YOUR OIL CHANGE DOLLAR VOLUME 
20% this easy way. Last year over 88,000,000 extra quarts 
of oil were sold because of filter replacements! 


Today, more new cars are equipped with FRAM Filters 
as original equipment than any other make. This means 
a big, ready-made market for service stations that 
feature FRAM Filters. The current FRAM advertising 
campaign is the most powerful national promotion in 
filter history ... urging drivers to ‘“Take Five’’—to take 
five minutes every 5,000 miles to install a new FRAM 
Filter—and, of course, change oil. 


, 








Now is the time to boost falling oil 
ratios. Write: FRAM Corporation, 
Providence 16, Rhode Island. 


OliL* AIR + FUEL* WATER 


FILTERS 
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General 


Oil Prices: An Earlier Defense 


More than a year before Alexandria, industry figures gave the facts 


about crude and product prices to the Senate Anti-Trust Subcommittee 
in Washington. Here's what a few said then and what they say today 


W. K. WHITEFORD, president 
of Gulf Oil Corp., told the 
Senators: “The industry has 
been called price gougers and 
it has been stated that we are 
not Operating in the public in- 
terest. You should appreciate 
that our domestic crude and 
product shipments to Europe in 
the last quarter of 1956 con- 
stituted heavy withdrawals from 
our stocks. If we had wanted to be price gougers, 
we could have held this crude in anticipation of a 
price increase which we believed to be imminent 
and justified.” 


TODAY WHITEFORD SAYS:**The government has no uni- 
fied, clearly understood policy as to where, when and 
under what circumstances the antitrust laws shall be 
invoked. . . . Proponents of new, unsound and po- 
tentially dangerous politico-economic theories have 
used the law as an instrument of continual harrass- 
ment which seems to have as its ultimate goal the 
reduction of our whole industrial-commercial complex 
to an agglomerate of one-man shops and stores.” 


In a July 15 letter to Gulf shareholders 


REID BRAZELL, president of 
Leonard Refineries, told the 
O’Mahoney committee, “I don’t 
know whether you realize it or 
not, but you members of Con- 
gress and the state legislatures, 
by frequent investigations, ap- 
pear to be trying to scare the 
major oil companies about what 
the public may think of them if 
they increase the price. At the 
same time, the legislative groups have increased 
the cost by increasing the gasoline taxes. | would 
like to point out that we are receiving an average 
of 14.12¢ gal. for our gasoline, and the taxes (in 
Michigan) are 9.9¢ gal. The price of gasoline is 
not too high, it’s the taxes, and incidentally, I didn’t 
see any reports from the press of an investigation 
by Congress when the taxes were increased.” 


TODAY BRAZELL SAYS: “Our price has fallen to less 
than 13¢ gal. The Alexandria indictment was stupid. 
It was the result of housewives getting mad at the oil 
companies that couldn’t keep their prices stable. In 
Detroit alone during the past year there were 25 price 
changes on gasoline. That’s one every two weeks.” 
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WILLIAM M. VAUGHEY, Jack- 

son, Miss. independent pro- 

ducer, said: “During 1956 the 

increase in the gross national 

product over the previous year 

was $21-billion. But 60% of 

this increase, or $13-billion, 

consisted of increases in prices. 

The petroleum industry un- 

avoidably absorbed its share of 

this $13-billion in increased 

prices. The petroleum industry is an integral part 
of the American economy. It is not, and cannot be, 
insulated against inflationary pressures any more 
than any other industry or consumer. From this | 
would think it obvious that the recent [January, 
1957] crude oil price adjustment was a result, 
and not a cause, of inflationary pressures.” 


TODAY VAUGHEY SAYS: “If anything, I'd want to beef 
up that statement. It was factual then and the situation 
has become more aggravated since. Our fixed costs 
have increased and at the same time our allowables, 
and thus our revenues, have reduced. Why the public 
reaction to price increases in other industries, such as 
steel, is different from oil, I don’t know. But I do 
know that when we get a long delayed increase in the 
price for crude oil, all hell breaks loose.” 


M. H. ROBINEAU, president of 

Frontier Refining Co., Denver 

marketers and refiners, said: “A 

major misconception widely 

held by the press and consum- 

ing groups is that since there 

are adequate supplies of pe- 

troleum products, there is no 

justification for a hike in the 

price of these products, where- 

as an increase in the price of 

crude oil can be separately justified. Nothing can 
be farther from the truth than that the price of 
products can be treated independently of the price 
of the raw material...” 


TODAY ROBINEAU SAYS: “Crude oil prices are regulated 
by the allowables, but product prices are on a free 
market. If there’s a surplus they go down and that’s 
what’s been happening. Our fixed costs have been 
going up, crude prices have stayed the same and 
product prices have been going down. It’s the same 
old price squeeze for us.” s 





Automotive 


Preview: 1959 Passenger Cars 


@ '59 models stress fuel economy — and there'll be one ‘smaller’ car 
® Fewer '59 models call for premium-grade fuel than last year 

® More frequent oil changes are recommended — down to 1,000 miles 
® More chassis lube fittings — for the first time in nearly a decade 


THERE’S NO LONGER ANY DOUBT—auto 
makers are building fuel economy into the new 
cars. The 1959 models will be longer and lower, 
but horsepower will take a back seat. 

Introduction of a “small” car won’t come until 
next year, but one manufacturer (Studebaker) 
will unwrap a “smaller” car in its 1959 line 
(NPN—June, pl53). The model will have about 
a 108-in. wheelbase, falling between the 116-in. 
wheelbase of so-called full-size cars and the 100- 
in. of foreign makes. 

Mechanically, there’ll be some important changes, 
but at this point car makers seem to have adopted 
a hold-the-line policy. This means generally no 
higher compression ratios and no upgrading of the 
type of fuels needed for the new cars. 

About eight of the 16 makes of cars will sport 
new basic body shells. 

Fewer 1959 cars will require premium gasoline. 
This is because fuel octane ratings have gone up 
during the past year: some models that formerly 
took premium can now be satisfied with regular. 
Here, too, the accent’s on economy. 

While about 49% of 1958’s cars require pre- 
mium fuels, only 37% of 1959's will. Some 51% 
of this year’s cars call for regular, but 63% of 
next year’s will. Theoretically, these recommenda- 
tions should affect premium purchases and thus cut 
into your profits. But actually premium sales in 
recent years have held steadily to about 31% of 
total gasoline sales, despite car makers’ recom- 
mendations that have varied from 9% to 59%. 

For the first time, a third-grade fuel recom- 
mendation will be included when 1959 car owner 
manuals come out. 

Compression ratios will be the same as last year 
for most 1959 models. Only one make is increas- 
ing its compression ratio significantly, and a few 
show very slight drops. 

Based on anticipated 1959 model production, 
the weighted average compression ratio for 1959 
models will be 9.2:1—a slight drop from last year’s 
ee 

Your automatic transmission fluid sales seem 
headed for a decline. For the first time, nearly 
one-third of 1959 models produced will recom- 


By HOLGER RIDDER 
Automotive Editor 


mend no fluid change at all. That’s because 
Chevrolet’s adopting a new type of AT fluid 
and recommending no change (instead of every 
25,000 miles), even retroactive to °58 models. 
Cadillac’s adopting the new fluid, too, but is hold- 
ing to its 12,000-mile recommendation. Other GM 
divisions are running tests and some may follow 
Chevrolet. 

For cars recommending AT fluid change on 
1959 models, the weighted average drain interval 
is 15,068 miles. Possibly some makes will reduce 
the drain interval from 20,000 to 10,000 miles. 
This could substantially offset Chevrolet’s action. 

More frequent oil changes will be recommended 
by car manufacturers. The weighted average oil 
change interval for 1958 models was 3,343 miles, 
but for 1959 cars it will be 2,951 miles. The 1959 
recommendations range from 1,000 to 5,000 miles. 
On 1958 models, not one maker called for 1,000- 
miles changes. 

The number of chassis lube fittings increases 
over 1958. This is the first increase in at least nine 
years, as far back as NPN records of this statistic 
go. The average number of lube fittings on 1959 
models will be 13. The number stood at 24.3 in 
1950 and has slipped each year, down to 10.7 in 
1958. 

Push-button centralized lubrication will be 
offered as an option on about 4% of all °59 
models. 

Nine out of ten gasoline tank fillpipes will be 
located in the center rear of the car, giving easy 
access to the pump from either side. This year’s 
models had the rear-center location on only 53%, 
while the 1959’s will have it on 91%. Average fuel 
tank capacity stays at about 20 gal. 

Crankcase capacity stays about the same. The 
average for 1959 models will be 5.51 qt., compared 
with 1958’s 5.6 qt. 

The 1,000-mile chassis lube recommendation re- 
mains the standard. The weighted average for 
1959 models is 1,183 miles. About 82% of cars 
call for lubrication every 1,000 miles, 18% every 
2,000 miles. 

Air suspension continues to gain. More than 
82% of 1959 models will have it as optional or 
standard, compared with 70% of this year’s cars. 

Unitized bodies will be found on less than 6% 
of 1959 cars, but you can expect a substantial 
increase when the 1960 models come out. 
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And What They Mean to You 


COMPRESSION RATIOS 

Range from low of 7.5 to 1 to high of 10.5 
45.61% of 1959's will be under 9 to 1 
21.97% will be between 9 and 10 to 1 
32.42% will be 10 to 1 or higher 


FUEL RECOMMENDATIONS 
Regular grade 
Premium (including super) 


62.83% 
37.17% 


LOCATION OF FUEL FILTER 

Carburetor (or immediate area) 15.59% 
Fuel tank : 16.11% 
Carburetor and fuel tank 28.71% 
Fuel pump 27.77% 
Fuel pump and fuel tank 11.82% 


FUEL INJECTION 
Optional on 


STANDARD TYPE AIR CLEANER 
Oil bath 

Oil wetted 

Paper element 


OPTIONAL TYPE AIR CLEANER 


Oil bath 
Paper element 


OIL FILTERS 


Standard on 58.74% of 1959 models. 
(One maker reports that while oil filters 
are listed as optional, all cars leave the 
assembly line equipped with oil filters.) 
Standard equipment: 

Full flow filters 

Partial flow 
Optional equipment: 

Full flow 

Partial flow 


47.45% 


11.29% 


26.04% 


15.22% 


COOLANT CAPACITY 


(Average, 18.36 qt.) 
Under 12 qt. 
12-14 qt. 
14-16 qt. 
16-18 qt. 
18-20 qt. .. 
Over 20 qt. 


CRANKCASE CAPACITY 


(Average, 5.51 qt.) 
4.5 qt. sd 

5 dt. 

6 qt. 


6.75% 
39.02% 
54.23% 


HYDRAULIC VALVE LIFTERS 
Will be available on 79.61% of 1959's, 
in this ratio: 
Standard 
Optional 


74.06% 
5.55% 


CENTRALIZED LUBRICATION 


Push-button lubrication will be an 
option on about 4% of all 1959's. 


NUMBER OF CHASSIS LUBE FITTINGS 

Under 10 fittings 5.17% 
10-15 fittings 66.88% 
Over 15 fittings 25.95% 


VARIABLE SPEED FANS 
Will be available on about 12% of 

1959 cars, in about this ratio: 

Standard equipment 

Optional 


0.13% 
11.91% 


BATTERY LOCATION 


Generally, batteries have moved for- 
ward in engine compartments to make 
room for more power accessories. 
36.27% will be on the left side (viewed 

from the driver’s seat) 

63.73% will be on the right side 


MOTOR OIL FILLPIPE LOCATION 
Left side 

Right side 

Reached from either side 


34.94% 
3.83% 
61.23% 


GASOLINE TANK CAPACITY 
(Average, 20.06 gal.) 

18 gal. 

20 gal. 

22 gal. 

23 gal. 


0.82% 
96.25% 
0.74% 
2.19% 


GASOLINE TANK FILLPIPE LOCATION 
9.20% 
90.80% 


Left rear fender 
Center rear of car 


CHASSIS LUBE RECOMMENDATIONS 
Weighted average recommendation for 
1959 is 1,183 miles. 
Every 1,000 miles 
Every 2,000 miles 


81.73% 
18.27% 


CRANKCASE DRAIN RECOMMENDATIONS 
On the average, car makers recom 
mend an oil change every 2,951 miles. 
However, individual cars call for oil 
drains ranging from 1,000 miles up to 
5,000 miles. 
2,000 miles or less 
Every 2-4,000 miles 
Over 4,000 miles 


56.50% 
30.02% 
13.48% 


AUTOMATIC TRANSMISSION CAPACITY 
Refill capacities for 1959 automatic 
transmissions range from 2 qt. to 12 qt 
4.5 qt. and under 31.34% 
4.5 qt. to 10 qt. 29.45% 
Over 10 qt. 39.21% 


AUTOMATIC TRANSMISSIONS 


Standard equipment 
Optional 88.62% 

Virtually all cars will have trans 
mission fillpipe located at right rear of 
engine compartment. Less than 1% will 
still be under front floorboard. 


11.38% 
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TRANSMISSION DRAIN INTERVAL 
Average drain recommended for 1959 
models currently is 15,068 miles. Pos- 
sibly some makes will reduce drain 
interval from 20,000 to 10,000 miles. 
Every 15,000 miles or less 8.77% 
15-20,000 miles 16.97% 
Over 20,000 miles 42.92% 
No change recommended 31.34% 


REAR AXLE LUBE CAPACITY 
( Average, 4.36 pt.) 

Under 4 pt. 

4-5 pt. 

Over 5 pt. 


15.73% 
7.88% 
6.39% 


REAR AXLE DRAIN RECOMMENDATIONS 


Range from no change at all down to 
every 10,000 miles. 
No change recommended 
Every 10,000 miles 
Every 20,000 miles 


53.62% 
32.90% 
13.48% 


WINDSHIELD WIPERS 
Electric: standard equipment 
Electric: optional 

Vacuum: standard 


70.39% 
24.14% 


29.61% 


WINDSHIELD WASHERS 


Standard equipment 
Optional 


POWER BRAKES 


Standard equipment 
Optional 


POWER STEERING 


Standard equipment 
Optional 


TIRE SIZES 


A little more than 12% of 1959 
models will still have 15-in. tires 
5. 90x15 j 72% 
6.40x15 60% 
7.5Ox15 25% 
7.60x15 15% 
8.OOx1S RY 
8.20x15 68% 
7.50x14 21% 
8.00x14 17% 
8.50x14 13% 
9.00x14 713% 
9. 50x14 30% 
11.00x14 OR % 


EXHAUST SYSTEMS 


Single standard 
Dual standard 
Dual optional 


AIR SUSPENSION 


Standard equipment 
Optional 





Automotive 


How Small Cars Are Changing 


WHY SMALL CARS ARE STILL RIDING A BOOM 


RECESSION: More employment, less over- 
time pay creates a favorable atmosphere 
for economy cars 


EXPANSION: Foreign car dealerships and 
service centers are spreading fast. Amer- 
ican Motors is pushing its Rambler aggres- 
sively 


THE RECESSION hasn’t hurt small-car sales; if 
anything, it’s helped. New foreign car registrations 
hit 128,000 in the first five months of 1958, and 
are sure to break 1957’s record of 207,000. Sales 
of American Motors’ skyrocketing Rambler in one 
recent month were 104.3% ahead of 1957. 

Small cars, including Ramblers, now make up 
over 8% of all new car sales. And Detroit— 
which last year said the market would have to 
reach 5% to be attractive—is readying economy 
cars of its own. 

The 1.6-million small cars now on the roads 
represent a hefty market for oil men. Few serv- 
ice stations are cashing in on the full potential, 
however. Most station men are gun-shy about serv- 
icing small cars, and car dealers get the business 
by default. Whether this can be changed is a key 
question for oil marketers, because there’s no 
doubt now that the small car is here to stay. 


What’s Been Happening? 


A number of factors are swelling the small car 
boom: 


@ Business Conditions — “Recession thinking” 
has made car buyers increasingly economy-minded. 
Besides obvious savings in first cost (you can buy 
some foreign cars for as low as $1,098), small 
cars Offer economies in licenses, insurance, repairs 
and fuel. On the last count alone, one oil mar- 
keter figures the average small-car owner saves 
$125 a year. 

e More Representation—Foreign manufactur- 
ers are rapidly expanding their sales and service 
organizations in the U. S., and new makes are 
entering the market steadily. There are now some 
50 established foreign makes in the field. At the 
same time, Rambler franchises are flourishing. 

¢ More Importing—Detroit has been feeding 
the boom by upping imports from foreign sub- 
sidiaries. Ford has been a particularly big importer: 
its M-E-L (Mercury-Edsel-Lincoln) division, which 
handles sales of English Fords, expects to double 
1957 sales of 20,000 this year. Introduction of 


96 


3 DIVERSIFICATION: Domestic makers are 
stepping up imports from abroad 


4 COMPETITION: Soaring small cars sales— 
now over 8%, of the market—are forcing 
Detroit to accentuate the trend with U.S.- 
built economy cars of their own 


the German Taunus in May brought the number 
of Ford-imported foreign models to 20. 

General Motors is pushing Opels and Vauxhalls 
through its Buick and Pontiac dealers. GM has 
been bringing over about 1,000 a month of each. 

Detroit’s importing hasn’t been aimed solely at 
selling cars. The imports have helped U. S. auto 
men evaluate the small car market—without major 
capital investment. 


What Detroit's Planning 


Starting soon, U. S. car makers will be in the 
small car field as manufacturers as well as import- 
ers. But the product will be an “economy” rather 
than a “small” car. Wheelbases (and prices) will 
be longer than most foreign models, and the out- 
look is for higher horsepower, lower lines and 
typical American roominess. 

Here’s how manufacturers’ plans stand now: 

e Studebaker-Packard—tThe first economy car 
will make its debut in the fall, when Studebaker 
introduces its 108-inch wheelbase series. Stude- 
baker will make no other series, and prefers to 
call it a “smaller” car, since its wheelbase falls 
about midway between standard cars and small 
ones. The car will be available in an 85-hp 6- 
cylinder model and a 195-hp V-8. 

e General Motors—Chevrolet, whose regular 
model will be big as a Buick this year, is GM’s 
choice to produce an economy car. Tooling con- 
tracts have been let and the logical introduction 
date would be fall, 1959. However, Chevy will 
be jockeying with Ford to get its economy car 
on the market first, and either could jump the 
gun with an earlier announcement. 

Chevrolet’s car shapes up as a rear-mounted 
engine type, with a 6-cylinder (pancake) aluminum 
air-cooled engine. With no driveshaft to hump the 
floor, designers can lower the car’s profile—and 
the low look is what they believe the public wants. 

e Ford—Under heavy wraps, Ford is report- 
edly readying an air-cooled 6, possibly mounted 
up front with front-wheel drive—again to get rid 
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the Market 


of the driveshaft. Engine research men have been 
working seven days a week, 12 hours a day to 
iron out bugs. The engine itself has a smaller 
cubic-inch displacement than any engine now 
being made by Ford. Contrary to rumors, neither 
Ford nor GM will make unitized-body economy 
cars. 

e Chrysler—Said to be working against time 
to come up with something, Chrysler hasn’t crys- 
tallized any program yet. Reports say the com- 
pany is tooling up a 4-cylinder engine, but at 
least one expert doubts they'll make it by the 
1960 model introductions. 

e@ American Motors — Meanwhile, Rambler 
sales continue to set records, having put Ameri- 
can Motors back in the black. Much of the cur- 
rent sales gains come from the success of the 100- 
inch Rambler American. Five-month sales stand 
at 14,573 for the American and 47,281 for 
Rambler 6’s and V-8’s. The company is now 
turning out about 800 cars a day, against 600 
a day in March of this year. 


What’s Going to Happen? 


Out of the economy car trend, new oil mar- 
keting developments are emerging: 

e Some majors are switching their advertising 
pitches to economy. “That’s what the public wants,” 
says one retail manager. The economy pitch will 
meet another new condition: substantially fewer 
big-car makers will recommend premium gasoline 
this year (see page 94). 

e A number of majors are working to make 
their dealers small car specialists. One sends out 
small car lube guides regularly; another is whip- 
ping up a complete small-car service manual. 
Dealer clinics on small-car problems are getting 
off the ground. 

“However,” warns a major-company merchan- 
diser, “a station without a competent mechanic 
has no place in small-car service work.” 

The job of specialization isn’t as big as it 
sounds, he adds. Dealers familiar with the six top 
sellers (right) can handle the bulk of the market. 
One word of advice: “To get the business, you’ve 
got to advertise for it.” 

e Non-oil suppliers are eying the market. 
Crown Cork & Seal, for instance, is plugging its 
new 15-oz. can for small-car crankcase refills. 

Where does the small car boom go from here? 
Some feel it may taper off on the East and West 
Coasts in 1959, with possibilities for expansion in 
the Midwest. So far the largest concentration has 
been in 10 states—but in a motoring nation like 
the U. S., visual acceptance of the small car can 
be expected to spread it to other areas fast. a 
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THESE ARE THE TOP SIX 


RENAULT: 14,000 registrations 





ENGLISH ForD: 11,000 registrations 


HILLMAN: 6,000 registrations 


6,000 registrations 





Modernize Now 
for Growth and Profits 


A Special Report from McGraw-Hill 
to America’s Business Executives 


THE EDITORS of all McGraw-Hill publications are now devoting 
their full energies to documenting what needs to be done now 
to assure success in the 1960s for: 


1. Individual companies in the key areas of business and industry 
these publications serve 

2. The business community as a whole 

3. The nation—in its fateful economic competition with the 
Soviet Union. The U. S. State Department has characterized 
this economic challenge as “the most dangerous of all” 
confronting us. 


These editorial features will concentrate on what can be done now 
by modernization and improvement of plant and equipment to raise 
productivity and insure profitable growth ahead. They will appear 
sarly this fall in our 34 business and technical magazines, 

to assist industry in planning for the future. 


We believe this special editorial undertaking by all of 

our publications, working as a team, will prove another landmark 
in our continuing efforts to speed America on the road to full 
economic recovery and sustained economic growth. 


ReuadA OMG 


PRESIDENT 
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"PLUS...Road proved... Sales proved! 


Every day more and more motorists are switching to A-Plus, the ‘“‘Powerfully Different” 
super gasoline, developed and test-proved by Ashland Oil & Refining Company’s 
technicians and engineers. 


A-PLUS is “the on/y super gasoline guaranteed more powerful—or your customers’ 
Money Back!” Millions of motorists throughout a ten state market are seeing and 
hearing about the money back guarantee . . . in newspapers, on radio and television, 
outdoor posters and at the point of sale. 


It will profit you—as a jobber, distributor, or dealer—to join this resourceful, creative 
and se/ling organization by making your brand—Ashland! Call the Ashland Oil office 
nearest you! 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashiand, Kentucky 


ALTON, ILL., 528 Henry Street BUFFALO, N. Y., 800 Ellicott Square 

CINCINNATI, 0., 1402 Federal Reserve Bank Bidg CLARKSVILLE, IND 

Bidg DETROIT, MICH, Dearborn P.O. Box 6025 EVANSVILLE, IND ) Broad ). Box 
FREEDOM, PA LOUISVILLE, KY 1202 S. Third Street NASHVILLE, TENN., 5 E. Main Stree ADUCAH, KY 


PRODUCTS PITTSBURGH, PA., 711 Shields Bldg. 
The Independent Brand Grr independents 
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“Lion 


and do it better 


Only five molecules of UOP #5 police up to a million molecules of gasoline, 
keeping it gum-free and preventing TEL decomposition in storage. That means 
UOP #5 costs you only |4¢ per barrel. 

Of course, economy is only one of your considerations in selecting an inhibitor, 
so you’ll want to know these tested and performance-proved facts about UOP #5: 

e Handles even the toughest stability jobs 

e Prevents gum formation and decomposition of TEL in storage 

e 100% active ingredient (no solvent) 

e Liquid, easy to inject, easy to control 

e Soluble in gasoline, insoluble in water or caustic treating agents 

Further details on the properties of UOP #5 and its application in your products 


are available upon request. 


*Trademark and inhibitors available to the refining industry 


* 
bh One of the family of superior UOP additives 
® 


UNIVERSAL OIL PRODUCTS COMPANY 


® 30 Algonquin Road, Des Plaines, Illinois, U.S.A. 
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Brief But Significant 


S-1 1 may still strike oil marketers . . . what's happening 


to vacation spending . . . a better burner in prospect 


. .. outlook for atom fuel 


PS-11, the “anti-good-faith” bill, has 
been amended to cover only the food, 
drug and cosmetic industries. But oil 
lawyers in one major company be- 
lieve the bill, as now constituted, 
would also reach any supplier selling 
products to food, drug and cosmetic 
industry customers—if getting these 
accounts affects competition. 


SIGNIFICANCE: Among those affected 
would be: 

e Oil marketers supplying dairy, bake- 
ry or supermarket fleets; 

e@ Marketers supplying a basic ingred- 
ient (like waxes or petrolatums) to 
drug or cosmetic manufacturers; 

e Marketers selling automotive prod- 
ucts, lube oils or industrial fuels to 
manufacturers or food packers. 


Phillips Petroleum Co. has discon- 
tinued all voluntary tank wagon al- 
lowances to dealers and _ jobbers 
throughout Oklahoma. 


SIGNIFICANCE: Other majors have 
done the same in Texas and Oklahoma 
—and price wars have been clearing 
up. 


Tourist travel seems headed for an 
all-time record this year, says the 
American Automobile Assn. It might 
rise 10% over last year’s all-time high, 
predicts AAA. 


SIGNIFICANCE: If the travel mate- 
rializes, it would go a long way toward 
holding profits firm in an unsteady 
economy. 


> Liquefied-Petroleum Gas Assn. is 
supporting a move to get eastern rail- 
roads to cut freight rates on LP-gas. 
Cuts as high as 36% are _ being 
pushed. 


SIGNIFICANCE: The aim is to expand 
LP-gas sales in the Northeast, which 
now accounts for only 7.4% of the 
total LPG market. 


POtis H. Ellis, general counsel of 
National Oil Jobbers Council, has 
urged the Senate Finance Committee 
not to slap mandatory quotas on oil 
imports. 


SIGNIFICANCE: This puts the jobber’s 
view on the finance committee’s official 
record. 


Sun Oil Co. has installed about 
10,000 of its new custom-blending 
six-grade gasoline pumps at 8,900 sta- 
tions in 21 states and eastern Canada. 
Cost: $10.3-million for contracting, 
$6-million-plus for advertising, over 
$3-million for miscellaneous costs. 


SIGNIFICANCE: This completes Sun’s 
changeover to the new s: stem—ahead 
of schedule. 


The Advertisiny Council is extend- 
ing its anti-recession advertising pro- 
gram beyond the original Aug. | 
deadline. The program, designed to 
build consumer confidence, is receiv- 
ing widespread support from compan- 
ies which, in many cases, are tailoring 
part of their own ad programs to fit 
the confidence theme. 


SIGNIFICANCE: Several oil companies 
are cooperating by tying in radio and 
TV commercials and sales promotion 
efforts. 


Gilbert & Barker Mfg. Co., Spring- 
field, Mass. (Jersey Standard affili- 
ate), has modified an existing oil 
burner and come up with a better and 
cheaper one. Company says it can cut 
burner price 20%. 


SIGNIFICANCE: This could help make 
oil heat more competitive with gas. 


Independent credit systems are 
growing bigger and stronger. Latest 
entry into the field is American Ex- 
press, with an international credit 
card slated for use in nearly every 
retail field. The Diner’s Club, a well- 
established card, is starting a new 
women’s division to cater to wives 
and businesswomen. 


SIGNIFICANCE: Several outside credit 
systems are more universal than oil 
company setups. They may eventually 
bid for the service station trade. 


Russia plans to store oil products in 
cavities washed out of rock salt de- 
posits, Soviet News reports. 


SIGNIFICANCE: The Russians think the 
method “eliminates evaporation losses, 
removes risks of fires and explosions, 
and means a great saving in the cost 
of building tanks and storing products.” 
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Atomic energy will displace 410- 
million bbl. of oil annually by 1980, 
predicts National Planning Assn. 
Major inroad will be in the boiler fuel 
market; other inroads will be in ships 
and trains, says NPA. Despite these 
inroads, oil’s share of the energy pie 
will grow—from 41.1% in 1955 to 
41.5% in 1980. This is because total 
energy requirements in the U. S. will 
double by 1980, NPA says. On the 
other hand, natural gas’s slice will be 
trimmed — from 26.7% in 1955 to 
23.1% in 1980. One reason: natural 
gas prices are expected to rise until 
they reach fuel oil and coal level. 


SIGNIFICANCE: Atomic power is grow- 
ing in the energy picture, but oil's place 
seems secure. 


> Bureau of Mines is studying the pos- 
sibility of re-opening its Rifle, Colo., 
shale oil plant. Possibility was raised 
when Union closed down its plant 
near Grand Valley because of current 
low crude prices on the West Coast 
Meanwhile, a report by the Denver 
Research Institute suggests that shale 
oil produced by the Swedish Aspeco 
process could be laid down at West 
Coast points at prices competitive 
with Coast crudes by 1970. 


SIGNIFICANCE: Despite the temporary 
lull in production development, shale 
oil remains an ace-in-the-hole in the 
event of future crude shortages. 


Pin a letter to shareholders signed 
by board chairman Eugene Holman, 
Standard Oil Co. (N.J.) is explaining 
why Humble Oil increased the price 
it would pay for Texas crude in 
January, 1957. Earlier last month 
Gulf Oil made a defense against the 
Alexandria grand jury indictment tn 
a similar letter. 


SIGNIFICANCE: While most of the 29 
companies involved in the Alexandria 
case aren't talking publicly, they’re 
making their position clear to stock- 
holders and employes. (For more on 
this issue, see page 93.) 


Cities Service Oil Co. (Del.) has 
sold about 225 wholesale-retail prop- 
erties in north and west Texas to 
Cosden Petroleum Co. The two com- 
panies have worked out a credit card 
exchange agreement. 


SIGNIFICANCE: Cities is reportedly dis- 
posing of all Texas marketing proper- 
ties, but subsidiary Arkansas Fuel will 
continue in southeast Texas. Mean- 
time, Cosden strengthens its marketing 
position from Dallas to New Mexico. 
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0...THE HOTTEST 


Why? ... Because Conoco is genuinely interested in Jobber- 
Dealer problems and offers its distributors all-around assist- 
ance in working them out. 


We recognize the importance of good relations between jobbers, 
dealers and their suppliers and the necessity for keeping open 
the lines of communication through all possible channels. 
Conoco believes in frank two-way communication. 


We not only welcome your questions. We solicit them. As one 

of the nation’s oldest major oil companies, Conoco has a gold 

mine of sound information which is readily available. Many of 

the ‘“‘answers”’ were originally developed by businessmen like 

yourself working on problems with a Conoco Representative. 

For example, we are frequently asked questions like these con- 
© 1958, Continental Oil Company cerning service station operation: 
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BRAND GOIN 


e What can I offer my employees as extra incentives? 
e What kind of records should I keep? 


e What should my records tell me? 


e What kind of promotions pay off and what do I do about it? 
e How can I teach my driveway salesmen to really sell? 

e What kind of advertising should I do myself? 

e What qualifications should my No. 2 man have? 

e How can I get the most from my men? 


e Why should I keep my station so clean? 


Which of these subjects is especially interesting to you? Conoco 
Representatives can supply you with brochures covering these 
topics as well as any explanations which may be needed. Order 
your copies now by writing to the Conoco Division Manager 
in the office nearest you, 
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Ask any of these 
Conoco 
Division 
Managers 
about the 


HOTTEST 
_ BRAND 
~’ GOING! 


R. W. ABRAHAMSON 
912 Baker Building, 
Minneapolis 2, Minn. 


G. W. BROWN 
1710 Fair Building, 
Fort Worth 2, Texas 


R. E. CARUTHERS 
5415 No. Pennsylvania Ave., 
Oklahoma City 12, Oklahoma 


DALE CHAPMAN 
757 West Second South, P.O. Box 2250, 
Salt Lake City 10, Utah 


J. B. DICKEY 
2158 Union Avenue, 
Memphis, Tenn. 
W. S. DULANEY 
800 Commerce Building, 
New Orleans 12, Louisiana 


K. T. JOHNSON 
1300 Main Street, P.O. Box 2197, 
Houston, Texas 


i WILLIS JOHNSON 
1321 Kaw Avenue, P.O. Box 1398, 
Butte, Montana 


J. L. McCULLEY 
117 Trumbull Ave., S.E., P.O. Box 1342, 
Albuquerque, N. M. 
M. T. SWANSON 
1755 Glenarm Place, 
Denver, Colorado 


WARNER TYLER 
1301 W. Belden Avenue, 
Chicago, Ill. 
K. R. WHITE 
836 Stuart Building, P.O. Box 393, 
Lincoln 1, Nebraska 


J. G. WILLIS 


301 East 51st Street, 
Kansas City 12, Missouri 
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HAMONDFLOTE COVER is strong enough to bear a man’s weight . . . light enough to move easily in tank 


Plastic Blankets: Low Cost Way 


_ Loss means lower profit, any way you 
look at it. The three conservation devices 
shown above are designed to cut vapor loss by 
85%-95% in fixed-roof atmospheric storage tanks 
—at a minimum outlay to marketers. 

Known loosely as “plastic blankets,” the three 
devices are made primarily for small-diameter tanks. 
Two are brand new: 

¢ Hammond Iron Works’ “Hamondflote Cover,” 
a rigid, foam-type blanket made up of 12-inch 
thick pie-slice segments jointed together and ringed 
with a neoprene seal. A 10-ft.-diameter blanket 
weighs about 35 Ibs. and is strong enough to sup- 
port a man’s weight in use. 

e Plastic Creators’ “Mayflower Vapor Seal,” a 
one-piece inflatable raft made of woven nylon fabric 
laminated to plastic sheeting. Esso Research & 
Engineering Co. developed the device, is licensing 
it to Plastic Creators. 

The third plastic blanket is new to the U. S., 
although not to Europe and North Africa: 

e Laroche Bouvier & Cie.’s “Floating Plastic 
Blanket,” a flexible polyvinyl chloride sheet cover- 
ed with small floats and ringed with raised skirting. 


A handful of U. S. majors are testing plastic 
blankets; others are getting ready to. Savings al- 
ready obtained are greater than those obtained by 
other measures on the same type of tank, says one 
major-company engineer. 

On the basis of tests so far, plastic blankets 
promise an additional payout from built-in safety 
features, easy installation, virtually trouble-free op- 
eration and long life (five to twenty-five years). 


What the Blankets Can Do 


In oil marketing, each manufacturer is looking 
at the many small bulk plants across the country 
that have vertical, small-diameter, fixed-roof tanks 
for storing gasoline, solvents, jet fuel, alcohol and 
specialty products. In addition, Laroche and Plas- 
tic Creators are looking at bigger storage where 
floating roofs, lifter roofs and other vapor recovery 
systems are used. 

Ralph D. Kramer, Hammond Iron’s execu- 
tive vice president, says there’s been nothing like 
the plastic blanket on the market up to now. 

Hammond’s product, he says, cuts losses on 
working and static storage. What vents are on small 
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MAYFLOWER VAPOR SEAL is plastic raft, inflatable to 5 psi 


WHAT THEY COST 


You ‘can install a plastic blanket 
for $300 to $5,000, depending on 
your tankage. 

@ Hammond Iron Works’ list 
prices are $425 for a 10-ft. dia- 
meter tank; $460 for 11 ft; $515 
for 12 ft.; $565 for 13 ft.; $605 for 
14 ft.; $660 for 15 ft. Prices for 
16-20 ft. blankets can be had on 
application (Hammond Iron Works, 
744 Broad St., Newark 2, N.J.) 

e@ Laroche Bouvier’s prices start 
around $300 for 10-12-ft. blankets, 
go up to almost $5,000 installed 
for a 50-ft. tank. That’s under the 
cost of other vapor recovery sys- 
tems, says the company’s U.S. 
sales agent (Devys & Lobo, 124 
E. 40 St., New York 16, N.Y.) 

@ Plastic Creators’ prices are 
$395 for a 10-ft. raft, $885 for 
15 ft; $1,495 for 20 ft.; $2,395 
for 25 ft.; $3,495 for 30 ft.; $4,895 
for os Bae $6,355 for 40 ft.; $6,655 

&, 2 ft. Prices for in-between 
sizes od for larger tanks can be 
on application (Plastic Crea- 
“6 Cais Ave., Little 
,N 

You can a thé rent Plastic Crea- 
* raft on a yearly basis; at 
b: for a rn O-tt raft; $275 for 
$485 for 20 ft.; $750 for 

wx: 185 for 30 ft. 


LAROCHE FLOATING BLANKET rolls up for insertion in tank 


To Cut Product Loss 


tanks, he adds, save on standing storage but can’t 
take high pumping rates in working storage. 

Better Than Spheres—Hammond, Laroche and 
Plastic Creators claim blankets are more effective 
in cutting losses than the small plastic spheres that 
have been on the market for several years. 

Spheres do a good job if precautions are taken 
to see that their blanket-like operation isn’t dis- 
turbed in working the tank. That’s what K. C. 
Bottenberg of Phillips Petroleum Co. told the May 
meeting of American Petroleum Institute’s evapora- 
tion-loss committee in Houston. 

He adds, moisture from the tank bottom in sus- 
pension or condensation dripping from the under- 
side of the roof could sink some of the spheres. 
Some would “hang up” on tank walls. Others could 
be suspended in the liquid and be pumped out of 
the tank with the product. 

“Disturbing the spheres tends to leave uncovered 
areas on the liquid surface,” Bottenberg says, 
“thereby reducing effectiveness.” With spheres, he 
adds, the life of the blanket appears to vary with 
the type of service, how the tank is worked, and 
the type of product in the tank. 
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On the other hand, manufacturers of the con- 
tinuous plastic blankets claim at least a five-or-ten- 
year life for their product. Plastic Creators will 
guarantee its product for five years. “A 25-year life 


is possible,” says Kramer for Hammond’s blanket 


Hammond, Laroche and Plastic Creators claim 
that since their blankets float on top of the liquid 
surface in a tank, there is no formation of vapor 
and exposure to air, adding up to safety and prod 
uct stability. Larger blankets can be rigged with 
conductor cables to remove 
that may accumulate in the middle of the liquid 


electrostatic charges 


Plastic blankets, according to their makers, will 
take extremes in temperature. Hammond says 
94° F and 300° F are the critical low and high 
temperatures. Laroche says its product will stand a 
94° F low temperature and a 257° F high tem- 
perature, but will soften in steam and liquids above 
158° F. Plastic Creators says its product will take 
a —40° low and a 200°-plus high 
Do-It-Yourself Project—Your crew can install 
any of the three blankets in small vertical tanks, 
either in or out of service. Phillips’ Bottenberg 
suggests shutting down tanks to clean and inspect 
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NEOPRENE EDGE SEALS allow blankets to move over 


vertical or horizontal angle stiffeners inside tank 


(Begins on page 104) 
them and to make structural changes if necessary. 

Laroche’s blanket for large tanks is out of the 
self-installation class. It takes two or three days for 
the job, and the installer must come from the com- 
pany’s Paris headquarters. With this blanket, you 
have to install a wire grid near the tank bottom 
to keep the blanket above the fill pipe. 

To keep the Hammond blanket above the fill 
pipe, you may want to weld angle irons to the tank 
side. “Most people don’t pump that low,” says 
Kramer. But you may want to play it safe. 

The three blanket types vary considerably in in- 
dividual design and specifications: 

e Hammond’s rigid foam-type blanket comes in 
18-inch pie-slice segments 11% inches thick, small 
enough to pass through tank manholes. Segments 
can’t sink under the liquid because of the many 
closed cells in the blanket. Tongue and groove 
joints lock the segments together. The outer edge 
of each segment has a neoprene seal that forms a 
continuous ring around the outer edge when all 
segments are in place. The seal is tight enough to 
prevent product loss but also is flexible enough to 
fit snugly around upright structural members in the 
tank, and to move with the liquid level at all times. 
Hammond says the seal has a wiping action against 
the tank side that retards corrosion. 

Weight is no problem in handling the Hammond 
blanket. A 10-ft. blanket weighs 35 Ib.; a 15-ft. 
blanket weighs 80 Ib. 

e Laroche’s blanket comes in different forms, 
depending on tank size: in one piece, in sections 
that are zippered together, or in pie-slice, arc-like 
segments. Either in one piece or in sections, the 
blanket can be rolled up for easy passage into the 
tank through the manhole. 

The blanket covers the liquid surface to an inch 
of the tank wall, leaving room for a Z-shaped 
raised skirt. The upper edge of the skirt rests 
against the tank wall to form the vapor seal. The 
seal has enough “give” to avoid hanging up on 
tank rivets or other tank-wall irregularities. About 
every square yard, there are holes through which 


condensation from the tank roof can drain. 

e Plastic Creators’ Mayflower vapor seal is a 
one-piece inflatable raft of woven nylon fabric lam- 
inated to a gasoline-resistant plastic sheeting. It 
can be put into a tank through the manhole while 
the tank is in service, and inflated with an air hose 
to less than 5 psi. 

Wiper blades attached to the flotation ring are 
designed for a tight seal against the tank side, 
with their hinge action permitting passage by in- 
side horizontal flanges. 

Early production models of Plastic Creators’ 
vapor seals are limited to tanks with no internal 
vertical structural members. But Edward J. Wohl- 
farth, vice president of the company, says, “we will 
be making them to fit all types of tanks.” 

All blankets have openings for gaging and sam- 
pling. Hammond has a neoprene seal on its gage 
hole and Laroche uses a funnel with a flexible 
diaphragm. Mayflower has a measuring hatch. 

Since these holes must be lined up with similar 
openings in the tank roof, you have to keep the 
blankets from rotating. 

Kramer says the Hammond seal has enough fric- 
tion against tank walls to prevent rotation. But if 
you want to be sure, you can weight a cable to the 
bottom, pass it through a hole in the blanket and 
tie it to the roof. 

Laroche offers several ways to overcome rota- 
tion. Cables in the tank for any float-level indicator 
can pass through sealed holes in the blanket; a 
fixed vertical pipe running from top to bottom can 
be installed; cr the cable idea can be used. 

If hydrostatic gaging equipment is on the tank, 
it’s a good idea to have the line pass through a 
tube inserted in the blanket. 


Who’s Testing the Blankets 

While plastic blankets are just coming on the 
U. S. market, they have been used in Europe and 
North Africa for several years. Laroche has in- 
stalled more than 130 units for oil companies. 

In the U. S., Standard of Ohio has been testing 
an 11-ft. Laroche blanket at Elyria, Ohio, and is 
getting another to test on jet fuel storage. Ham- 
mond says one of its blankets is also about to be 
tested at Sohio. 

Shell Oil Co. is ordering two Laroche blankets 
for testing at Alpha, N. J. Other U. S. majors, 
Union Oil Co. of California and Standard Oil Co. 
(Indiana) among them, are getting interested. 

Esso Standard tested the Esso Research-devel- 
oped Mayflower at its Flemington, N. J., plant. 
The raft was put in a 10 x 26-ft. cone roof tank, 
and losses were compared with another tank of 
the same size not equipped with the vapor seal 
raft. Esso’s Findings: “Limited tests indicate a 
reduction in evaporation of the order of 85%.” 

Esso, according to Plastic Creators, stands ready 
to install about 75 Mayflower rafts in tanks in all 
10 of its divisions, in an extended test program. @ 
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when you install an 


\ ardmore Hydraulic System 


for product pump and hose reel drive in your fuel oil delivery truck 


When an Ardmore Hydraulic System instead of you'll lower your equipment cost 


a mechanical drive system is installed in your 
delivery truck . . . your overall equipment cost 


will be less and time on each stop can be saved. and time for delivery 


The reason for this is: 


® Installation is fast and easy. Flexible hose 
bends around turns and is easily cut to length. 
The few needed connections are faster and 
easier to make. No cutting-to-length, fitting 
and connecting of rigid drive shaft and piping. 


Product pump can be located right next to 
discharge manifold. Pump power goes all into 
product delivery, without pressure waste on 
suction and discharge lines between manifold 
and reel. 


Components for an 
Ardmore Hydraulic 
System consist of 

Ardmore hydraulic 


Maintenance problems and costs are prac- 
drive motors, control 


tically all eliminated. The hydraulic system is 
inherently self-lubricating. Hydraulic lines op- 
erate at relatively low pressures. 


The entire Ardmore Hydraulic Drive system 
is easily transferred from one truck chassis to 
another, since only the hose lengths of the 
system must be changed to fit new chassis 
dimensions. 


Based on hundreds of installations covering a 


valve and reel. . 

to be used with your 
product pump and 
meter. Equipment 
such as hose, fittings 
and reservoir tank 
can be obtained 
from your regular 
supplier or from 
Ardmore. You are 
cordially invited to 


period of over five years it is estimated that ; ij} « Sie eye or write for complete 
for any given product pump used, Ardmore cs ee a Ardmore Hydraulic 
Hydraulic Systems save about 30% of the time [eae Ne Sa Bars <3 System information. 

; ae Rees If possible, state 
make and model 
of product pump 
you use, 


required for delivery. In addition, because elec- 
trical reel drive is replaced with hydraulic drive, 
maximum safety is afforded .. . a desirable fea- 
ture for fuel oils and an essential one for more 
volatile liquids. 


Ardmore Hose Reels . . . designed for better service . . . in a complete choice of types and sizes 


® gear-to-gear drive gives positive drive 
without intermediate linkages. Fewer 
parts to wear and maintain. 
combination swing joint and reel bear- 
ing permit rigid pipe connection be- 
tween reel inlet and tank line for 
maximum safety. 

Supplied with hydraulic, hand wind, ex- 

plosion-proof electric motor, electric 

starter motor and air motor drives. Write 

for Ardmore Hose Reel Bulletin For 

Fuel Oil and Gasoline Deliveries. 


ARDMORE PRODUCTS - 1835 Shermer Road + Northbrook, Illinois » Telephone: CRestwood 2-5000 
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This is Frontier J. Horse, a new kind of pitchman 











(With the help of a locally recruited sidekick) 


Frontier Creates a Symbol 


Meet Frontier J. Horse. He's a salesman and horse-about-town, 
although he’s less than two years old 


THIS SPRIGHTLY ANIMAL will never run for 
the Triple Crown. But in the Rocky Mountains, 
he’s nearly as familiar as Silky Sullivan. 

He’s Frontier J. Horse, Frontier Refining Co.’s 
contribution to a stable of notable service-station 
steeds that includes Pegasus (Socony’s Flying Red 
Horse) and Sparky, the A-C Spark Plug horse. 

This summer for the first time, FJH appears on 
billboards. He’s already been seen on television, 
in newspapers and in direct mail ads. 

Birth of a Symbol—FJH had his beginnings in 
president M. A. (Bud) Robineau’s quest for a 
“flexible spokesman for Frontier in media, employe 
relations, public relations and collateral material.” 

After false starts with a rabbit, squirrel and 
bear, Arthur Meyerhoff & Co., Frontier’s agency, 
came up with a rough sketch of FJH. Since the 
horse image reinforced Frontier’s “Rarin’-to-Go” 
rearing horse, Robineau bought it. 


FJH made his debut in an animated film strip 
commercial on a Denver TV station on April 6, 
1957. He’s come a long way since then: viewers 
have seen him on TV in Salt Lake City, Utah; 
Scottsbluff and Holdredge, Neb.; and Cheyenne. 

Other Media—FJH has been stuffed into credit 
card billing envelopes, imprinted on the top of a 
monthly sales letter to jobbers and dealers, and 
run in advertising panels in newspapers. 

He’s also come to life. Dale Wright, Frontier 
advertising manager, has a costume head available 
to dealers for station openings and community ac- 
tivities. Wright himself has worn it in TV appear- 
ances and at an amusement park. Last summer the 
company ran a “Frontier J. Horse Week” in Den- 
ver. A drawing was held among 60,000 entrants; 
one lucky moppet won a real pony. Some 30,000 
others sported badges bearing the face of FJH. 

He also appeared in a week-long “Back to School 
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In frequent personal appearances before his public 


Days” promotion in Salt Lake City. Frontier gave 
away a $100 school wardrobe, four bicycles and 
50 lunch boxes. 

Wright claims FJH is a real traffic stopper at 
station openings. His big eyes controlled by a 
string, roll at passing cars. “Motorists wonder what 
he is. Some drive into the station to find out. 
Others drive around the block and look again.” 

Horse Cents—It costs money to keep such a 
horse. Frontier has spent about $200,000 on him 
in less than two years. 

The art work involved in his creation amounted 
to about $20,000. TV time last summer ran to 
$80,000. Badges, envelope stuffers and other pro- 
motion material run about $20,000. 

What’s He Like?—‘He’s friendly as the guy 
next door . . . welcome in people’s homes . . . the 
kind of person they like having around.” 

That’s how George Grabin, vice president of the 
Meyerhoff agency describes FJH. “Someone smart 
when it comes to gasoline or automobiles,” he con- 
tinues. “When he tells people about Frontier pro- 
ducts, they’re willing to listen to him.” 

“Someone people pay attention to—because they 
like him, because he’s smart and because he’s 
funny. He should be amusing, but not a clown. He 
might sometimes be called corny, but he knows 
what he’s talking about.” Ld 
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Merchandising 





Here’s the leggy crew described on this page last month. (NPN—July, p111). 
Distaff motorist at Reinauer’s Mahwah, N. J., station is captivated 


Kentucky Standard 
Plugs Car Grease 


A NEW KIND of merchandising 
campaign is underway. The object is 
to sell more chassis grease. 

Standard of Kentucky is co-operat- 
ing with Climax Molybdenum in the 
effort. Climax is the country’s sole 
producer of molybdenum disulfide, a 
grease additive. 

Newspaper advertising is the back- 
bone of the campaign. Climax will 
run—and pay for—full page ads in 
six leading southern papers three Sun- 
days in a row. 

Standard will pitch in with point- 
of-sale promotional material and 
dealer aids. The campaign is cur- 
rently scheduled to run through the 
summer, longer if results are good. 

Old hands in the lube field say 
this is the first consumer-oriented 
grease campaign in a long time. It 
could be the start of a nationwide 
grease promotion effort. 


Memos for Merchandising Men (Stamp Department) 





TRADING STAMPS continue to stir 
heated debate among oil men. Here’s 
a rundown of recent developments: 


e Professor Harvey Vredenburg, 
University of Iowa stamp expert, Is 
starting dealer and jobber interviews 
for his study of stamps in oil mar- 
keting. 

Vredenburg’s study is underwritten 
by a $5,000 grant from the Ameri- 
can Petroleum Institute. The final re- 
port, scheduled to be finished by late 
fall or early winter, will be published 
by the University of Iowa. 


e Oil-Heat Institute of America, 
meeting in New York, heard a brief 
report on stamps in fuel oil market- 
ing delivered by Frank Breese, NPN 
editor. The general tone of the re- 
port, plus a discussion, was this: (1) 
Stamps aren’t particularly strong in 
this segment of the industry. (2) When 
jobbers take them on, they’re hard 
pressed to find a satisfactory way out. 

A New Jersey member of OHI of- 
fered this formula for stamp use: Job- 
bers who take on stamps should be 
forced to lick and paste each one 
they give out. 


e Stamp companies are bearing 
down on merchants who think of 
stamps as a replacement for all other 
forms of promotion. Elmo W. Pear- 
son, vice president of S&H Green 


110 


Stamps, told a West Coast audience 
that “stamps are no substitute for con- 
tinual newspaper advertising.” Surveys 
show, Pearson argued, that advertis- 
ing linage actually rises when stamps 
hit an area, 


e Stamps have amazing power. An 
Illinois man pledged his “eternal grat- 
itude” to a stamp company. 

“I was a road _ contractor,” he 
wrote. “One Saturday, I paid my 
weekly bill. My wife was with me. 
She saw that the dealer gave stamps 
and she wanted some. 

“I was buying at discount and 
wasn’t entitled to them, but to keep 
her quiet, the dealer gave them to her. 

“The stamps filled a book which 
the dealer redeemed on the spot for 
$2.25. We went to a tavern. My 
wife put the money on the table and 
said, “We'll drink the stamps.’ 

“We drank that and plenty more. 
We got into a hot argument. She 
walked out and never came back. Ill 
never forget how your stamps helped 
me get rid of my old wife.” 


e Supermarkets and service sta- 
tions in the metropolitan New York 
area are being enlisted in a new 
kind of stamp promotion. The prem- 
ium is theater tickets. 

Merchants will give stamps in the 
usual manner—one for each ten cent 
purchase unit. Filled books will be 


redeemed for tickets to current Broad- 
way stage shows. 


e New Yorkers are witnessing an- 
other unique premium promotion. B. 
r. Babbit Co., the oldest premium 
merchandiser in the country (NPN 
June, p118), has signed an agreement 
with the New York Transit Author- 
ity. Coupons attached to cans of its 
cleanser will be redeemed for sub- 
way tokens. 

The idea was greeted with guffaws 
in the daily press, but the subway and 
soap people are going ahead with it. 
Stamp companies show no disposition 
toward similar promotions. It might 
be a natural, however, for service 
stations along subway and commuter 
railway lines. They already do a land 
office business parking cars for har- 
ried train riders, 


e NPN’s | hard-working — clerical 
staff reports a heavy volume of or- 
ders for reprints of the story on Trad- 
ing Stamps (NPN—June ’58). 

Reprints are still available at 75¢ 
apiece. Quantity discounts are given 
for orders of 100 or more. 

Tables showing the cost of stamps 
at stations are available free in lim- 
ited quantities. Both the reprints and 
the cost tables (Sheet TS-2) may be 
obained by writing: The Editor, Na- 
tional Petroleum News, 330 West 
42nd St., New York 36, N. Y. 
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Selling Fuel Oil 
By Direct Mail 


“NO ONE EVER SLAMS a door on 
the mailman,” says Everett Elliott of 
C. L. Elliott Co., a Danvers, Mass., 
heating oil jobber. 

Working on that idea, Elliott is 
running an aggressive direct mail 
campaign to drum up fuel oil business 
in his market area. It’s aimed at three 
groups: existing customers, new cus- 
tomers and old residents who buy 
from the competition. 

Personal Approach—“We want ex- 
isting customers to think of us as a 
personality,” Elliott says. 

To create this “personality,” Elliott 
whipped up a series of small-talk let- 
ters to be sent on holidays to present 
accounts. They're keyed to a soft-sell 
message. Each one is individually ad- 
dressed with a personalized salutation. 
Also, the signature is printed to look 
as if it had been signed with a pen. 

The low-key letters are followed by 
a more direct sales letter. Elliott says 
he’s gotten better reception for sales 
messages by paving the way with the 
“personalized” greetings first. 

Hi! Neighbor—New residents get a 
“welcome to our town” note from 
Elliott. Each letter is individually typed 
and addressed. 

The heart of the “sell” is this simple 
phrase: “Someday we would like to 
talk to you about fuel.” 

A salesman follows up the letters, 
and his call is followed by another 
note. This one thanks the prospect for 
seeing the salesman, and—if no sales 
has been made—says, “Naturally we 
are disappointed, but if you change 
your mind, we hope we can talk with 
you again.” 

Beating Competition — House- 
holders who buy from competing 
companies also get individual letters. 
“Possibly we have taken it for granted 
that you know about us,” the letters 
say. 

Then the letters tell about Elliott 
and suggest that householders might 
want to make a change. If so, Elliot 
offers, “‘we’d like to talk with you.” 

To make sure that everyone in town 
does hear about the company, Elliott 
sends out a fourth kind of letter: a 
broadside intended to saturate an area 
with its sales message. 

No doubt the Post Office is happy 
with Elliott’s mail volume. Elliott in- 
sists he’s happy too—with the volume 
of business the letters bring in. 


Want more fuel oil merchandising 
ideas? Turn to page 113 





Easier to operate on any job 
Bennett Big G aaa : 
TRANSFER PUMP 


{> 


Bennett’s Big G is built to with- 
stand rough treatment and deliver 
more gallons with less work. 

Easy, natural lever-action delivers 
a constant flow of twenty gallons a 
minute—with up to a 20-foot lift. 
Sturdy all-metal body assures long 
life. Bronze automotive-type pistons 
do away with trouble-causing ex- 
pander springs, and diaphragms and 
assure dependable service under 
severe conditions. 


Vacuum breaker permits complete 
hose draining and prevents siphon- 
ing. Never needs priming. Wide 
variety of models. 





JOHN Wood COMPANY « ‘csss.scncu"*" 


IN CANADA: JOHN Woop Company LIMITED «+ Toronto * Montreal * Winnipeg * Vancouver 
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the preferred source for technical help 
on compounding motor oils 


Oronite’s philosophy on technical assistance is that of 
providing lube oil additive research and know-how to 
your individual needs meeting your cost require- 
ments. Oronite recognizes that each compounding spec- 
ification is different and assistance is a “must” on an 


individual basis. 


Technical assistance from Oronite is a defined course 
of action embodying a group effort of scores of techni- 
cally trained people specializing in compounding mo- 
tor oils. Additive specialists in the field and the home 
office, sections of research chemists and engineers in 
the laboratories devote full time exploring, document- 


ing and communicating new factual data on the science 


of compounding oils. 

Today, Oronite is supplying over a hundred differ- 
ent additive compounds having recorded engine 
tests on hundreds. New concepts, new performance 
data is continually being recorded to even greater 
benefit of Oronite additive customers. 

When a company becomes an Oronite customer, 
technical service continues — providing the customer 
new data as it develops, suggesting ways of cutting 
costs, cooperating in every way possible to make your 
association with Oronite more valuable to you. 

Why not call on Oronite and see the depth of techni- 


cal help available to you? 


ORONITE CHEMICAL COMPANY 


A SUBSIDIARY OF CALIFORNIA CHEMICAL COMPANY 


EXECUTIVE OFFICES « 200 Bush Street, San Francisco 20, California 


SALES OFFICES « New York, Boston, Wilmington, Chicago, Cincinnati, Cleveland, Houston, 
Tulsa, Los Angeles, San Francisco, Seattie 


EUROPEAN OFFICE « 36, Avenue William-Favre, Geneva, Switzerland 
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Fuel Oil 


Coming: OHI Seal of Approva 


At the Oil-Heat Institute meeting, 
members favored a plan to certify 
all domestic oil heat installations 


Now it’s the distribution division's 
job to put the code into effect 


THE NEW OHI LABEL won’t be pushed as 
a crash program. That much was clear at the Oil- 
Heat Institute of America’s New York convention 
this summer (for more about the convention, see 
next page). 

Distribution division officials think it’s wise to 
go slowly at first. They want to find out if code 
B-58* can be improved; it may be a full year, 
they say, before certified oil heat installation goes 
nationwide on a full scale. 


How Distributors See It 


Basically, distributors want a gimmick that will 
make oil heat something to be desired. They’re 
sure the OHI label plan will do the job—but they're 
not convinced that B-58,-as now written, is the 
right tool. 

Typical distributor comments run like this: 

“The code should be revised; some of the stuff 
is out of date.” 

“A lot in it is good, but I'd like to see some 
definite performance standards added. Give it to 
the burner manufacturers to get those standards.” 

“Who is going to police the plan?” 

“You can't get speculative builders to put in a 
good oil job unless the Federal Housing Admin- 
istration tells them how to do it.” 

Technical division people who had a hand in 
drafting B-58 aren’t bothered by these comments. 

“Granted it isn’t perfect—but after all, it’s only 
the first try,” says one. Adds another, “Distribu- 
tors are overlooking the over-all benefits of the 
label. And that’s the idea of telling the public they 
can now get an OHI seal of approval on oil jobs.” 

Tim Loizeaux, chairman of the distribution di- 
vision, warns members not to be too critical. The 
big job, he says, is to get some way of checking 
installations against B-58. “Spot checks have no 
meaning and dealers won’t put each other on the 
spot,” he says. 

What’s the Next Step?—That’s what OHI board 
members wanted to know. Loizeaux told them, 


Short title for Standard for the Installation of Resi 
dential Oil-Fired Central Heating Equipment—Safety and 
Performance 
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OHI MEMBERS ARE ALSO TALKING ABOUT 


e GAS COMPETITION: “Our sales stopped 
going up about three years ago. We've shown 
decreases ever since." 


e RESEARCH: "The manufacturers will have to 
do more to give us a better burner at lower 
cost.” 


e MAJOR SUPPORT: "We can make gains in 
the future, but we'll need more co-operation 
from majors than ever.” 


e DIGGING FOR BUSINESS: ‘New business 


doesn’t fall in our laps any more, but some of us 
still act as if it did.” 


e IMPROVING DISTRIBUTORS: "We've got to 
get out and give the public more—automatic 
deliveries, complete service, budget plans, the 
whole package." 


“We suggest a pilot operation to have the men 
look it over and try it out.” 

Actually, the distribution division may set three 
test programs. Areas in Massachusetts, New York 
and Pennsylvania have been suggested. Each test 
program will use a different method to check com- 
pliance with B-58, and all are expected to suggest 
revisions to B-58. 

Compliance is the big problem. Approved equip 
ment isn’t much good unless it’s installed prop- 
erly. Somebody has to check the jobs. 

Pushing B-58 at the state or community level 
would take too long. There’s the problem of local 
inspectors In some areas. “In some areas building 
inspectors aren’t hep,” says one oil man. “I know 
of one place where he’s a retired butcher.” 

The compliance problem would be licked, OHI 
feels, if the Federal Housing Administration would 
adopt B-58 and tell builders, “This is it; oil jobs 
have to be put in according to B-58.” 


What B-58 Requires 


Ihe code picks up installation safety practices 
from National Fire Protection Assn. Pamphlet 31, 
it recognizes performance standards set for burn- 
ers, boilers and furnaces that carry labels of Un 
derwriters Laboratories, Institute of Boiler & Radi- 
ator Manufacturers, Stee! Boiler Institute and 
boiler ratings of Mechanical Contractors Assn.; it 
bans the use of any short-cut method of figuring 
heat loss but approves systems based on method 
of American Society of Heating & Air Condition- 
ing Engineers. (Continued on next page) 





Fuel Oil 


OHI CONVENTION IN BRIEF 


e REGISTRATIONS: A new high—over 1,300 
from 30 states, Canada and West Germany for 
three division meetings. (Boston convention in 
1957 drew 700; New York convention in 1956 
drew 1,000.) 


e SHOW ATTENDANCE: Almost 10,500 reg- 
istered for equipment exhibit at New York Col- 
iseum (see page 144). . 


e EXHIBITS: About 120 exhibitors took booths, 
fewer than previous show (possible reasons: ‘re- 
cession thinking,’ equipment industry mergers in 
last two years). More majors took booths: Esso, 
Gulf, Shell, Socony Mobil, Sinclair, Sun, Texaco. 


e DISTRIBUTION DIVISION: Now has 3,500 
members, against 2,100 three years ago. Has 
expanded services; is operating solidly in the 
black (income of $75,000 seen). 


e PROJECTS: Insurance trust booming, with 
600 members and 2,900 employes carrying life, 
hospitalization and medical insurance coverage 
worth an aggregate of almost $16-million. Budget 
plan insurance also up, covering estimated $6- 
million in oil sales. Dealer-management clinic at 
convention drew large groups of distributors. For 
highlights of the clinic, see columns at right. 


(Begins on page 113) 

B-58 says heating equipment is to be sized as 
stipulated in codes and tables on heat distribution 
systems put out by IBR, SBI, MCA and National 
Warm Air Heating & Air Conditioning Assn. 

All equipment must carry a label to show the 
standard to which it was built. 


B-58 upgrades smoke requirements under com- 
pletion tests. It’s #2 smoke at 8% minimum CO. 
vs. present Commercial Standards #5 smoke. 

What’s Certified—OHI’s label certificate guar- 
antees that installation meets requirements set for 
that type of equipment by the appropriate indus- 
try group; that all required adjustment, check-out, 
start-up and performance tests have been carried 
out as outlined in B-58; and that the results of 
these tests fall within minimum-maximum set up 
in B-58. 

Results of tests must be recorded on the cer- 
tificate as a permanent record along with full 
equipment data, method of heat loss calculation, 
and all installation data. When signed by the in- 
staller, the certificate is the homeowner’s guarantee 
that his oil heating equipment is installed as it 
should be and that it operates at peak efficiency. 

OHI plans to sell these labels to installers, with 
the proceeds to be split between the home OHI 
office and OHI chapters. In that way both local 
units and the national group will build up an ad- 
vertising kitty to educate the public on the value 
of an OHl|-certified oil-heat installation. 


OHI Roundup: 


Here's a sampling of sharp ideas 
from Oil Heat Institute's series 
of convention management clinics 


1: Curb Credit Losses. Slow-paying  ac- 
counts eat up hard-earned profits, says K. G. Mac- 
Kay, credit manager of Gulf Oil Corp.’s Boston 
sales division. He suggests oil men get tough on 
credit, work out a schedule of prompt and regular 
follow-ups, and get to all accounts before they age 
90 days. 

“Call up accounts once or twice a month,” Mc- 
Kay advises. “Even accept a post-dated check—be- 
cause there’s a better chance it will be made good 
than only a promise to pay.” 

MacKay thinks fuel oil distributors should give 
up unprofitable accounts. “You tie up a man and 
a truck delivering to them.” 


2: Speed Up Deliveries. You can do it with 
easy-to-make fast-fill connections; pumps that can 
give you 100 gpm or more; and by taking away 
all bookkeeping duties from the driver. 

Charles Eyster of Goodling Electric Co., York, 
Pa., says it’s possible to make an average 180-gal 
drop in about 3 minutes, leading to an over-all 
saving of $4,000 per million gal. delivered at $6 
per hr. labor costs. 


3: Find More Prospects. Good fuel oil sales- 
men should average about 200 accounts and about 
25 heating jobs a year, says Bill Briggs, of Valley 
Oil Co., Middletown, Conn. 

Since each oil account adds up to about $250 
volume for you at a cost of $40, and remains on 
your books an average of 4 years, 200 new ac- 
counts plus heating equipment sales come to a 
good hunk of annual business, says Briggs. 

But to get good volume, you have to build a 
tip-feeding system for your salesmen, Briggs adds. 
Leads can come from friends, relatives, tradesmen 
and other community contacts such as churches and 
clubs. And the leads must be backed up with com- 
pany advertising and public relations to support 
the sales effort. 


4: Pay Salesmen Well. Salesmen at E. 
Robison Co., Hartsdale, N. Y., average $9,500- 
$10,000 a year—and all of it on commissions, says 
Herb Spade, vice president of the 15-million-gal.-a- 
year fuel oil distributorship. 

Salesmen get a commission on all oil delivered 
in their territory and on all equipment over $100 
sold. Oil commissions run 8 mills per gal. for first- 
year volume, 3 mills per gal. for second-year vol- 
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Ten Ways to Boost Profits 


ume, and | mill per gal. thereafter. Equipment 
commission is 37%—having come up from 20%, 
then 33144 %. 

Spade likes his men to work on firm leads: “It’s 
too expensive to ring door bells.” (For more of 
Spade’s ideas on selling fuel oil, see page 126.) 


5: Try Two-Way Radio. Thirteen mobile 
units at T. R. Loizeaux Fuel Co., Plainfield, N. J., 
are more than paying their way, Says T. R. 
Loizeaux, Jr., service manager of the company. 

“We figure the cost of radio at $1.43 per truck 
and we're ahead if we save a half hour of a man’s 
time. But we’re doing better than that.” 

Radio cuts truck travel time, boosts flexibility of 
the service department and cuts down paper work 
on the serviceman’s part , says Loizeaux. All paper 
work is done in the office, since burner men report 
over the air what they did at each stop. And that 
speeds up the service department’s billing proce- 
dure. 


6: Promote Budget Plans. It helps both your 
accounts and yourself, says Reginald K. Swett, 
president of Swett Bros., Inc., Springfield, Mass. 

Accounts benefit because budget plans help level 
off oil payments, organize their monthly budgets 
and get them to think in terms of “how much per 
month.” 

For fuel oil distributors, a budget plan means 
getting money ahead of deliveries to accounts; sim- 
plifies office bookkeeping; tends to cut down de- 
linquencies and gives you a start on automatic 
renewal of oil and service contracts for upcoming 
seasons. 

And with money in the till ahead of oil deliveries 
to accounts, fuel oil distributors may have less 
bank financing to worry about. “The interest saved 
is like a discount,” Swett says. 


7: Diversify Your Business. That can take 
you into air conditioning sales and service or into 
liquid fertilizers. 

H. H. Park, Inc., Katonah, N. Y., is diversifying 
via air conditioning. Says Alan Dickover, Park’s 
division manager: “The year-round heating and air 
conditioning organization will emerge as comfort 
specialists.” Besides, air conditioning gives the 
over-all business better balance, security and profit, 
he says. 

Allied Oil Co., Cleveland, has built up a suc- 
cessful summer liquid fertilizer business. Ed Mar- 
quard, Allied’s fertilizer division manager, says 
first-year profits were $500 in 1954 and have gone 
up yearly to $2,500, $20,000 and $22,500. Square 
feet applications have gone from 500,000 to 41- 
million. 
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8: Make the Most of Additives. That's 
what Catherine Woodbury of C. Y. Woodbury, 
Quincy, Mass., has been doing since 1953. Before 
that time, she says, rotary burners using No. 2 oil 
were causing trouble. With the additive, rotaries 
purr without extra service calls. 

And additives have helped to push her service 
department operations from red to black. Net prof- 
its before taxes last year came to 10% of service 
department billings. 


9: Use Direct Mail Effectively. It can create 
a personality for your company, says Everett Elliott 
of C. L. Elliott Co., Danvers, Mass. “No one ever 
slams the door on the mailman,” he says. 

Elliott’s Direct-mail letters are keyed individually 
to existing customers, new residents and residents 
buying from competition. 

New residents get a “welcome to Danvers” pitch, 
with the hint that “some day we'd like to talk to 
you about fuel.” Follow-up letters thank the pros- 
pect for seeing the salesman. If the prospect doesn’t 
sign up, the pitch of a further letter goes this way: 
“If you change your mind, we hope we can talk 
to you again.” 

Letters are individually typed, individually ad- 
dressed with a personalized salutation, and signa- 
tures are printed so that they look personalized 
(For details of Elliott's plan, see page 111.) 


10: Sell Oil-Fired Water Heaters. They 
broaden the field of oil use in homes and business 
places and open up a new market for the sale of oil 
fired equipment, says Pat Caputo of Rite Fuel Co., 
Hicksville, L. I. 

With oil-fired water heaters, oil men have a tool 
to keep utility-furnished fuels out of homes with 
warm-air furnaces. Before, when a warm-air job 
went in, the homeowner or builder installed cithe: 
gas or electric water heaters. 

Oil-fired heaters are easy to sell in homes where 
hot water supply is a problem, says Caputo. Re- 
covery rates are 4.5 times faster than gas heaters 
and 8 times faster than electric heaters. They’re 
economical, too—use about a gallon of oil per day 
year-round. 


More Fuel Oil Features: 





How to merchandise your business by direct mail | page 1117 
What's happening to the Fuel Oil Institute idea 116 
How Herb Spade's incentive plan for salesmen works 126 
What's new in equipment: An exposition showcase 144 
How research is improving burner efficiency 146 
What's happening in the oil heat associations 174-175 

For Fuel Oil briefs, please turn page » 
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INDEPENDENT DISTRIBUTOR’ 
EST D-1905 


A Veteran Returns to Service 


YOU CAN’T keep a good tank wagon down on the farm. This sturdy old 
600-gal. vehicle was found on a Nebraska farm last summer and rebuilt. 
Plugging Updike Coal & Lumber Co.’s modern heating oil division, the 
cart stands outside the Updike office in Omaha, Neb. 


An ‘AGA’ for Oil Heat 


Does the industry need a Fuel Oil Institute? 
It's up to an API task force to decide 


HE IDEA of a fuel oil institute to 
promote oil heat as intensely as Amer- 
ican Gas Assn. promotes gas heat got 
a boost at American Petroleum In- 
stitute’s midyear meeting. 

Now the ball belongs to Len Marsh- 
man, fuel oil manager at Socony 
Mobil. He’s the head of a 14-man 
subcommittee of the API's fuel oil 
committee. The subcommittee mem- 
bers include majors, terminal opera- 
tors, cargo buyers and retailers. 

Between now and the annual API 
meeting in November, the subcom- 
mittee will study what legal steps must 
be taken (1) to reconstitute either 
Oil-Heat Institute or some other na- 
tional association, or (2) create a new 
institute. In any case, the emerging 
group is supposed to enable dealers, 
equipment and accessory makers and 
suppliers to join forces to foster oil 
heat’s interest. 

A Tough Assignment—‘We'll try 
to have some report ready by Novem- 
ber,” Marshman says. But it’s a tough 
assignment, he adds. 

While National Oil Jobbers Council 
backs the FOI idea to the hilt, some 
majors are cool to the idea of forcing 
FOL into being. 

OHI now consists of equipment and 


116 


accessory makers and oil distributors. 
They are its dues-paying members and 
are represented on the OHI board. 
Major oil companies are not members, 
and their representation is limited to 
OHID’s technical division. 

What’s API Got in Mind?—The 
new subcommittee’s mission was 
spelled out by its parent API fuel oil 
committee. In mentioning the possible 
reconstituting of some other national 
association, the committee presumably 
refers to Oil Heating Market Reports. 
This is a survey-making organization 
financed by more than a dozen majors 
and independent suppliers. It has no 
oil dealer or equipment and accessory 
representation, although it works 
closely with dealers to promote oil 
heat at the local level. So far, it 
hasn’t done large-scale national pro- 
motion. 

At the OHI convention in June, 
OHI president Verne Resek told mem- 
bers, “We must meet challenge of gas 
advertising and merchandising. ... We 
must have the cooperation of majors 
to a greater extent than ever before.” 

He added that OHI is ready to sit 
down with major suppliers to discuss 
any change in OHI organization so 
that majors can be accommodated. 


Fuel Oil Memos... 





e White Fuel Corp. of Boston is 
swinging over to foreign-make burner 
service trucks in a big way. It’s get- 
ting 17 Volkswagon trucks to replace 
its fleet of rented sedan delivery 
trucks. 


e Newest gimmick in Oil-Heat In- 
stitute’s distribution division advertis- 
ing portfolio is a plastic bottle cap. 

With it, says OHI, oil men can 
promote “Better Heat With Oil Heat” 
at all times in the frigid interiors of 
their customers’ refrigerators. 

In addition to slogan, cap can be 
imprinted with dealer’s name, address, 
town and telephone number. 

Caps can be bought in bulk or 
packaged two to a cellophane envel- 
ope. 


@ Ohio Oil Co. has joined the insured 
budget plan parade. 

Its heating oil accounts are now 
covered—free—in case of sickness, 
accident or death. 

Sickness and accident benefits under 
the plan begin to pay off on the 15th 
day after customer is laid up. Heat- 
ing oil budget payments are taken 
care of as long as the doctor says the 
customer can’t work. In case of death, 
the entire balance due under the 
budget plan is paid up. 


e Esso Standard Oil is also offer- 
ing free life insurance to household 
heat-oil consumers who buy on its 
budget-payment plan. 

Esso heating oil distributors can 
use the plan, too, if they want, but 
they have to foot the bill themselves. 

The policy, written by Metropolitan 
Life Insurance Co., insures the head 
of the household. It covers budget- 
plan payments for the rest of the 
heating season (Sept. | to June 30) 
in the event of death. 


e Get the picture? Fuel oil sales- 
men working for Simon Oil Co., 
Niagara Falls, N. Y., do. 

Armed with Polaroid cameras, 
Simon’s salesmen drive up to an oil 
prospect’s house, take a picture of it, 
wait a while, then ring the doorbell. 

By that time the picture is developed 
and mounted in an attractive paper 
cover. 

“When the homeowner comes to the 
door, we have a ready-made door- 
opening present for them,” says Mort 
Dimet, second in command at Simon 
Oil. “You’d be surprised how many 
people don’t have pictures of their 
homes. We find it goes over big.” 
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NEW 
HIGH PRESSURE—HIGH VOLUME 
JET FUELING 


7. 


Separator/filter 
Now In World Wide Service 


with Fram-Warner Lewis 














FILVEING 


Fram-Warner Lewis announce a 
completely new line of water sep- 
arator/filters to meet high speed 
jet fueling requirements: 

*Two stage design provides posi- 
tive protection against contaminent 
carry-over into sensitive turbine 
engines. 

*New low cost and easy servicing 
features provide minimum mainte- 
nance cost. 

*Compact, lightweight design will 
fit your refueler trucks and hydrant 
servicing vehicles. 

*Capacities from 60 GPM to 1200 
GPM in carbon steel or non ferrous 
construction. 

*All models are designed and 
tested to meet performance re- 
quirement of MIL-F-8508A. 

Let Space Saver water separator/ 
Wes filters be the cost saver in your 


ALL \\ {| : if new fueling facilities. For further 
Company i s ™ details write for bulletin 9-5M-58. 








BOX 3096 © TULSA, OKLAHOMA 











DIVISION OF CORPORATION 
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How a Jobber Can Profit From 
Sound Real Estate Planning 


Davis Oil Co., Dayton Shell jobber, has an unusual limited franchise 
in direct supplier territory. A ‘'years-ahead’ real estate policy 
makes the most of it; even Shell admits it couldn't do better 


“WE CAN BUY LAND a lot cheaper and build 
stations for less than majors can. We can afford to 
buy ten to fifty times what we need and develop 
or sell the rest later. 

“We're trying to stay a little ahead of the move 
to outlying neighborhoods. We're anticipating Sub- 
urbia. This is where the jobber has a distinct ad- 
vantage over major companies.” 

Phat’s Jack Davis, Jr., talking. He’s a Shell Oil 
Co. jobber in Dayton, Ohio. Davis should know 
the advantages of jobbers over suppliers: he has a 
unique exclusive franchise area in the midst of a 
direct marketing territory, one of the few such 
agreements in the entire Shell structure. 

Davis should also know some secrets of business 
success: he’s brought his jobbership from a volume 
of I-million gal. a year in 1948 to 6.5-million gal. 
today. In the same time, he’s doubled his stations 

-from seven to fourteen. 

There are two elements in Davis’ success story. 
One is sound management—especially in acquiring 
real estate for future retail expansion. The other 
is a smooth-working relationship with Shell. 


Two-Part Harmony 


Two years ago, Shell and Davis decided they’d 
had enough of the headaches of dual distribution. 
Davis was frustrated in expansion plans and Shell 
was missing some good business Davis could get. 

Supplier and jobber sat down at the conference 
table. Here’s what they came up with: 

e Davis got exclusive rights to retail marketing 
of Shell products in Dayton west of the Miami River 
to the border of Montgomery County. 

e Davis got all tank wagon business in Dayion; 
Shell took tank car. 

e A few stations on either side of the river were 
exchanged. Gallonages were about equal. 

e Davis got free reign to expand in his area. 

A Good Deal Both parties profit from the 
arrangement. Davis can cash in on Shell’s brand 
acceptance and national advertising. (Locally, fuel 
oil is on a co-op ad basis.) He gets sales aid on 
consumer tank wagon business. Shell develops some 
accounts for him. In addition, Davis can take ad- 
vantage of the usual Shell jobber aids, merchan- 
disers, and training programs for his dealers. 

Shell, on the other hand, has an aggressive job- 


ber who’s willing to use his own money to expand. 
“We might have hesitated to build some units he’s 
making money on,” says district manager James 
McGrath. 

The close relationship between Shell and Davis 
assures stability. “He’s not subject to pirating by 
other companies,” says McGrath. Former Shell 
district manager Ray Coleman, now sales manager 
for Davis, says, “We give Shell a high-volume, 
high class operation. We’re competitive in every 
Way. 


Management: The Fundamentals Pay 


Davis’ eagerness to get an exclusive franchise 
was prompted, in part, by his real estate policy. 

Key men in the company make it their business 
to keep their fingers on the pulse of the town. 
They try to find out—ahead of time—where hous- 
ing developments, industry and roads will be built. 
“We have a decided advantage here over the 
majors,” says Ray Coleman. “We know the area 
and the people. We don’t have to belong to every 
club in town to find out what’s going on.” 

There are two rules to successful real estate 
investment, Davis thinks: (1) Buy land years ahead 
of actual development. (2) Buy more than you can 
use, if necessary. 

For Davis, this isn’t mere speculation. A careful 
four-step plan is followed on each new purchase. 

(1) A forecast of growth and building trends is 
made in advance. 

(2) Five key men pass on site acquisition. 

(3) New property is primarily for service station 
development, but secondary use is considered. 

(4) The price offered the owner is the true value 
of the land, not the inflated “station” value. 

The cautious approach pays off. Eight years ago 
Davis picked up a parcel of land in Clayton, on 
the outskirts of Dayton. The state recently an- 
nounced plans for building a highway through the 
middle of it. There'll be a nice cash settlement, 
plus enough land left over for a choice station. 

The new shopping center Davis will start this 
fall in Trotwood, another suburb, shows how 
secondary use enters into planning. Davis learned 
ahead of time about plans for a large housing 
project in the area. His surveys showed the best 
station site was on nearby farm land. The owner 
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In a few years, the Ohio pasture above will be a shopping center, built by oil jobber Jack Davis 


wouldn’t subdivide, so Davis took the whole 50- 
acre farm. 

The decision to build a shopping center is not 
so strange as it might seem. Davis is diversifying 
his business interests. (He also owns an automo- 
bile dealership and a coal yard.) He’ll lease stores 
in the center to merchants—and retain a choice 
corner for a modern multi-pump Shell station. 

Heating Fling—The same “look ahead” policy 
operates in other segments of this jobbership. 

In 1948 Davis decided to build up the fuel oil 
end of his business. When he came out of college 
in 1938 and joined his father, Jack Davis, Sr., 
and his uncle, Roy Little, in business, he was 
given the job of beefing up the family coal trade. 
He brought it from 38th among Dayton coal deal- 
ers to first in four years. 
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But he saw the handwriting on the wall. Coal 
was losing both to fuel oil and natural gas—an 
old competitor in the Dayton heating market. 
Davis added a service and installation department 
to his fuel oil department and advertised heavily 
A degree-day system was introduced and delivery 
trucks were added to the fleet 

Business boomed. When it reached a plateau in 
1954 in the face of competition from gas, Davis 
dropped his service and installation department 
“It had served its purpose,” he says simply 

Nevertheless, Davis still does 3.5-million gal. a 
year out of a market potential of 15-million gal., 
second only to Standard of Ohio in Dayton. He 
has 2,500 accounts 

Recently he launched another plan designed to 
improve business. He sold his six trucks to his 





Founder Jack Davis, Sr. (right) is still active at 82. 
Jack, Jr. (left) is VP and working head of the firm. 


(Begins on page 118) 

drivers and put them on a commission operation. 
Davis still bills fuel oil customers himself. “It’s 
too early to tell how this will work out,” he says, 
“but we think it will give the drivers incentive to 
get more business.” 

At the same time, he took on a commission 
driver in Preble City, a farming area. He’s out to 
get his share of farm business, particularly because 
the competition is “sound—no cut-throating.” 


Retail: Dealers Are Happy 


“We can build stations for 25% less than ma- 
jor companies and they know it,” says Ray Cole- 
man. The secret is knowing where to buy—at the 
right time. 

The average Davis Shell station costs $20,000, 
including tanks and driveway. They're modern, 
standard Shell units—the latest is a modified S- 
type with pylon. Equipment costs another $5,000. 

Davis is careful about hiring dealers. All stations 
are leased. The kind of man who runs them, says 
Davis, is “physically fit, not afraid of long hours, 
likes people, is a good manager. Above all, he’s 
‘money hungry.’ I’m not interested in a guy who 
‘just wants to be the boss.’ ’ 

This kind of dealer will earn from $10,000 to 
$12,000 a year, says Davis. He should have some- 
thing to invest, but Davis will lend the right man 
up to 75% of the $4,000 to $5,000 it takes to 
start up. Repayment is usually at 0.5¢ gal. But 
there’s no hard rule: “A man has to keep up his 
usual standard of living. You can’t get payout any 
faster than that.” 

Dealers take four weeks of training at Shell re- 
tail schools. After that, they attend sales meetings 
about four times a year. But the key to good 
dealer relations, says Davis, is the jobber. “Hu- 
manized, personal contact is the unique part of 
a jobbership.” 

Davis backs up dealers with local advertising, 
in newspapers, on radio and TV spot announce- 
ments. Radio, he thinks, is least effective, because 
it’s hardest to achieve saturation with. Dealers also 
benefit from Shell’s national advertising program 
in the area and share in point-of-sale promotion 
material and sales campaigns. 

Stations offer a full line of Shell products and 
services, except for TBA. Eventually, Davis plans 
to add a merchandiser to his own staff. He’ll take 


on TBA at the same time. In the meantime, he’s 
concentrating on salesmanship and good manage- 
ment in the stations (“We're always preaching that 
the dealer should be at his pumps”) and keeping 
his dealers loyal and happy. 


The Face of the Business 


Jack Davis, Sr., started his coal business in 
1904. In 1923 he launched an oil jobbership 
(handling the Shell-owned Silver Flash brand) in 
partnership with his brother-in-law, Roy Little. 
Both are still active in the company. 


The management team these days is directed by 
Jack Davis, Jr., who holds down the title of vice 
president. Ray Coleman is sales manager and Paul 
Strahl is secretary and general manager. 

Davis, Jr., a 1938 graduate of Ohio Wesleyan, 
is hard-driving and alert. He has huge respect for 
his 82-year-old father, but he’s earned his own 
reputation along the way. During his “coal” period, 
for instance, he was the youngest president the 
state coal association ever had. 

He’s up to his neck in Masonic, church, school 
and community activities. He still finds time for 
a wife and four kids on a rambling 28-acre home- 
stead in suburban Dayton. He’s shy of jumping 
into jobber politics: There’s just no time. 

Davis keeps a tight rein on his business. He has 
monthly profit-and-loss statements with a close in- 
ventory check. Unit sales and dollar sales are both 
analyzed and compared with previous records. 

Jobber Future—Shell officials say Davis has a 
permanent arrangement if he wants it. “This is 
no experiment,” says one. “Davis is loyal and 
aggressive, a good businessman. He keeps pace 
with us all the time.” 

Davis himself has only one complaint. His ter- 
ritory is small, and he sees the day when his go- 
getting real estate investments may outgrow it. Un- 
like most jobbers, he has no gripe about margins. 
“Of course,” he says, “every jobber would like to 
have a bigger margin, but only if it could be main- 
tained. A bigger margin could possibly give an 
umbrella for price competition. We’ve never used 
price as a merchandising tool and we don’t want 
to. Suppliers just have to keep their ears tuned 
to the real needs of the jobber.” 

Do jobbers in general have a future in oil mar- 
keting? “Definitely. We know our own territory 
as no big company ever can. Majors constantly 
shift their personnel. We stay right here. Our con- 
tacts help Shell as much as theirs help us. 

“What’s more, since we’re a small company, we 
can move a lot faster than majors. On the strength 
of the figures alone, it may seem that the jobber 
operation is uneconomic, but there are a lot of 
hidden factors. All the investigations of big busi- 
nesses and the talk about some companies getting 
too big point to one thing: a more secure future 
for the jobber. 

“And if oil jobbers think they have problems,” 
says car dealer Davis, “they should try the auto 
business for a while. . . .” Ld 
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HELPS BUILD BUSINESS PROFITS! 


Klein Oil Company System 
Gets High Performance Design — 
plus Minimum Operating Cost! 


Klein Oil Company's Plymouth, 
Indiana bulk plant was planned for 
profits from “the ground up.” Cof- 
field Supply Company, of South 
Bend, engineered the system to vet 
extremely low operating and main- 
tenance costs: here’s how 


Short-Run Piping Cuts Losses 


The storage facilities consist of two 
15,000 and two 20,000 gallon, 
above-ground, tanks. The critical fuel 
handling operation was accomplished 
by using four 3” Marlow, selt-prim- 
ing, pumps. The 3” piping system 
was laid out using minimum lengths 
of line, elbows and valves to hold 
friction losses to a minimum. This 
increased efficiency and cut power 
requirements 


Double-Duty Pumps Used 


Because Marlow self-priming, pumps 
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are used in this installation, the same 
pumps that are used to load retail 
delivery trucks are also used to un 
load transports! While the loading 
rate 1s 160 G.P.M., transports are 
unloaded and stripped of all fuel at 
200 gallons per minute. Double-duty 
Marlows reduce original installation 


COSsts 


Low Maintenance Costs Anticipated 


maintain full 
factory efliciency over the entire |i 
of the pump there’s no metal-to 
metal contact and no parts to wear 
out. Years of trouble-free 
built into every Marlow Pump 


Marlow builds 
pumps for every petroleum market 
ing need. For complete information 
write today for bulletin PM-06 and 
the name of your Marlow equipment 
distributor 


These dependable unit 


ervice are 


a complete line of 
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DIVISION OF 


BELL & GOSSETT CO. 


Midland Park, N. J. 


Longview, Texas Morton Gr 
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At Sun Oil Company stations, PLExiGtas is used for large diamond-and-arrow signs, caduceus insignia, and wall letters. 


Day and Night 


you see big names in 





PLEXIGLAS 




















From dawn to dusk, sign faces and letters made 


of gleaming PLEXIGLAS’ acrylic plastic are 
outstanding in legibility and colorful appear- 
ance. At sundown, internal lighting brings them 
to life with complete luminosity makes them 
even more eye-catching and colorful against 
the night sky. In addition, PLEXIGLAS—the out- 
door plastic—resists weather, breakage and 


aging... keeps maintenance costs way down. 


~ 


1 for tl 
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PLEXIGLA 
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PLENIGLAS make possible signs that stand out 


In today’s competition for customers. [t enable 
sign designers to use large areas of color and 
light to command attention to the country 
Don't 


best known nan s, products and se 


be behind the times in en Base PF COMMPAany 
Ign program—whether it invols 


unit or thousands, of any size—on 


Chemicals for Industry 


rd ROHM & HAAS 
COMPANY 


WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


Representatives in principal foreign countries 


Canadian Distributor: ( 
130° Ouver Ouay | 





The handiest auto service flashlight ever! 


TUNG-SOL 


FLASHTESTER 


Jeg 4 LIFETIME ALNICO MAGNET 
FEATURES OF 


* GC. 
E 
He wanDitst AUTO Sop 9 
FLASHLIGH , | . 
@ lifetime magnet 
e bulb & fuse tester 


, 7 ONE CASE (12 lamps) of 5400-S or 5040-S 
@ ring encle — VISION-AID HEADLAMPS or... 
n- 
sane cushioned head TWO CASES (16 lamps) of 4001 or 4002 
cushioned end CaP 
. weatherproot gurite barre 


DUAL VISION-AID HEADLAMPS 
(16 of one type, or 8 each of both types) 
pul shock ansorber AT REGULAR PRICES! 

* 


Limited Time Only—Call Your Tung-Sol Distributor Today 


124 


LAMP DIVISION (s)TUNG -SOL 


ELECTRIC INC. NEWARK 4, NEW JERSEY 
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Oil Marketers Go to College 


They wanted to see 
what they could learn 
from top retailers in 
different lines of 
marketing. The verdict: 
‘We gained’ 


NEW YORK UNIVERSITY 


EIGHTEEN OIL MARKETERS met at New York 
University this summer for the first specialized course 
in retailing for oil executives. 

The idea was to learn from retailers in other lines: 
discount houses, supermarkets, specialties. At the end 
of the two-week seminar, all signs were that the course 
would be repeated soon—and perhaps become an oil 
industry institution. 

Student David E. Damon, Esso merchandising man- 
ager, appraises the course this way: “I’m sure we gained 
from it. We'll be a better industry if we can perpetuate 
this.” 

The seminar grew out of a conversation three years 
ago between Cities Service vice president L. T. White 
and Dr. Charles M. Edwards, Jr., dean of NYU's 
school of retailing. 

Says White, “Oil retailers aren't making as much 
money as other retailers. It seems there’s a genuine 
need for applying retailing techniques of other busi- 
nesses to oil marketing.” 

A dozen oil companies plunked down $400 tuition 
for each student, plus expenses—at a time when most 
are taking a hard look at costs. 

There were 20 enrolments for the seminar: 18 from 
oil companies, plus men from Du Pont and a New York 
advertising agency. The list included titles like vice 
president, merchandising manager, station supervisor, 
dealer training coordinator and advertising manager. 

The oil men attended sessions given by specialists 
like these: 

@ Reasons for failure in retail enterprises—Hayden 
Kuehn, Dun & Bradstreet. 

e@ Store planning and layout—Charles S. Telchin, 
Telchin and Campenella, architects. 

e@ Exterior display techniques—AlI Bliss, Bliss Dis- 
play Corp. 

e@ Discount house operation—Jack Haizen, execu- 
tive vice president of Master’s. 

@ Why customers buy—Willard R. Simmons, Wil- 
lard R. Simmons Associates (market research). 

@ Retail sales promotion—Herald Merahn, vice 
president of Gertz (department store chain). 

Student oil men not shown in the pictures are: Mobil 
Overseas’ Alfred Ralph Boehmer, Shell’s H. R. Ham- 
merman, Standard-Vacuum’s M. B. Meyer and 
H. H. Olsen, Indiana Standard’s R. L. Springer. 
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WILL IT WORK in oil marketing? That’s what these oil men 
are discussing after attending a class on retailing practices in 
another line. Left to right: Speedway’s Donald S. Sucher, 
Sohio’s Harry B. Moore, Ohio's Robert L. Mockbee, Sinclair's 
D. M. Hills. 


7 ie = - 


PROFESSORS AND STUDENTS hear what a New York ad 
man, himself enrolled in the course, has to say about oil 
marketing. Left to right: Esso’s Carroll F. Toler, Prof. Gordon 
B. Cross, Esso’s George H. Rice, Jr., Prof. Hans E. Krusa, 
ad man Charles W. Shugert, Esso’s David E. Damon. Shugert 
works on American Oil’s account. 


HOW TO IMPROVE retail performance is the theme of a 
class by Anne Saum, New York training consultant 
Left to right: (foreground) Esso’s David E. Damon, Du Pont’s 
Edward J. Gately; (center table) Ohio’s Robert L. Mockbee, 
Socony’s C. C. Garofalo, Sohio’s Harry B. Moore, Esso’s 
Morrison W. Devine, Jr.; (background) Atlantic’s Charles K. 
Detwiler, Cities Service’s Norman J. Farley, Esso's Robert H. 
DeHart, Amoco’s John B. Goodman. 


sales 





Management 





Secret of Selling Fuel Oil 


Here's how a fuel oil jobber uses a home-made 
incentive plan to corner 45% of the light oil 
sales in his market area 


GIVE YOUR SALESMEN a air 
break and they’ll work hard for you. 

rhat’s the philosophy of Herbert 
Spade of the E. Robison Co., Harts- 
dale, N. Y., fuel oil jobber. Spade 
uses a sales incentive system tailored 
for his operation. 

Spade’s firm has five salesmen, each 
with an assigned territory. Within that 
territory, the individual salesman func- 
tions like a district manager. 

He collects a commission on all oil 
sales in his territory, and on all equip- 
ment sales above $100. He handles 
complaints and makes adjustments. 

The commission rate is 8 mills per 
gal. on first-year volume, 3 mills per 
gal. on second-year volume, and 1 mill 
per gal. on everything after that. 
Equipment commission is 37%. 

Each territory averages about 3- 
million gal. of oil a year. Salesmen 
average about $9,500 to $10,000 a 
year in earnings. 

In the Know—Spade tells his sales- 
men how the company stands in terms 
of profit and operating expenses. He 
says they do a better job if they know 
what the company’s position is. 

Along the same line, Spade doesn’t 


set quotas for his salesmen. They go 
out for whatever business they can get, 
regardless of contests and yoals. “I 
wouldn’t put a salesman on a quota,” 
Spade says. “Hell, they’re smart 
enough to get around any quota sys- 
tem you devise. You have to remem- 
ber that salesmen are always smarter 
than their employers.” 

The Payoff—E. Robison Co. has 
been enjoying a 7'/2% increase in 
business each year for the past five 
years. Spade isn’t willing to credit it 
all to the incentive system, but he’s 
enthusiastic nonetheless. 

Robison gets about 130 new cus- 
tomers a year. In all, the company 
has 6,000 accounts. The low man in 
the sales force has 650 accounts, the 
high man has 2,000. Robison sells be- 
tween 125 and 130 new equipment 
units each year. 

Robison has a healthy 45% of the 
light oil market in its White Plains, 
N. Y., area. But in the heart of its 
territory, the company has 80% of the 
available business. 

Firm Leads—Spade’s salesmen 
don’t ring doorbells. They work on 
firm leads developed through adver- 


EVER-TITE COUPLING CO. INC 
254 West 54th Street, New York 19, N.Y 





tising, business contacts and custom- 
ers. About 15% of the new leads 
come from customers. 

“It’s too expensive for salesmen to 
ring doorbells,” says Spade. “We 
haven’t done that for 15 years. I hope 
to God we don’t have to.” 

Robison doesn’t pay commissions 
on service contracts, but Spade esti- 
mates that 98% of eligible customers 
are on service agreements. A few, 
because of obsolete equipment or 
special installations, are ineligible. 

Customers pay $18 a year for the 
contract and are billed 0.5¢ a gal. 
extra. There may be some changes in 
this arrangement. Spade is thinking 
of extending coverage to water heat- 
ers and similar equipment. He’s also 
thinking of raising the price of fuel 
0.5¢ and giving a rebate to customers 
who don’t need service. 

Spade is one oil man who isn’t 
worried about long-term competition 
from natural gas. In fact he’s betting 
there'll be a swing away from gas in 
a few years. 

“I’m putting money in the bank,” 
he says, “that when gas equipment is 
old enough to be replaced, it can be 
replaced with oil equipment at a 50% 
saving to the customer. I’m ready to 
go after gas conversions.” 


Data Processing Invasion 


ELECTRONIC data processing is in- 
vading the sales field. 

Standard Oil Co. (Indiana) is using 
electronic brains to assemble and 
analyze complex sales data. 

The company has eight IBM 605 
computers at regional accounting of- 
fices. Originally, they were intended 
for price checking, daily balancing and 
monthly reports. 

Their use has been expanded to 
include payrolls, billing and stock in- 
ventories. One of the more dramatic 
functions is turning out rapid-fire sales 
statistics on demand from higher head- 
quarters. This information, invaluable 
to top management, has never before 
been available, according to Standard. 
Another use is the compilation of 
taxes collected for federal, state and 
local governments. 

Standard says the company entered 
the electronic data processing field 
“reluctantly.” There had been fleeting 
experiments in speed-machine  ac- 
counting since 1927. Finally, in 1955, 
sales data got too cumbersome to 
process manually. 

Standard has two really giant com- 
puters—IBM 705’s—at its Whiting, 
Ind., refinery. The 650’s, however, 
are the company’s first shot at “elec- 
tronic marketing.” od 
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Sure signs of a modern, 


well-run service station . 








dispensers 


On his way to work or play, the average 

motorist will pass scores of stations. Where he stops 
depends largely upon which station creates an 
outstanding impression — at a glance. 

In this situation, the station with SMITHway 
dispensers “‘out front” is way out in front in the battle 
to capture the motorist’s attention. Sleekly styled 
SMITHway dispensers also inspire confidence. They’re 
made by A. O. Smith—a readily recognized name that’s 
always been associated with high quality and performance. 
Are your stations equipped to fight the 

battle for motorists’ attention and dollars? If not 

it’s time to get a report on what SMITHway 
dispensers are doing in other sectors. See 

your representative or write direct. 
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A.O. Smith products, including dispensers, 
are regularly advertised in leading national 
publications, such as Saturday Evening 
Post. Time, Newsweek and Business Week. 


ES 


AOSmith 


BEES OY ae Sl Te 
METER, SERVICE STATION PUMP, DIVISIONS 


Factories: 5715 Smithway St., Los Angeles 22, Calif.; P. 0 
Box 500, Succasunna, N. J. Offices: Atianta 5, Ga.; Chicago 
3, Ill.; Houston 2, Texas; Los Angeles 22, Calif.; New York 
17, N. ¥. Canada: Toronto 12, Vancouver 1; A. 0. Smith 
NTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A 
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FAST ENTRANCE: Cases of empty quart cans “skate” down UNSCRAMBLED: From upper conveyor, 
conveyor belt after being unloaded. Inside plant, they’re . . . cans are jiggled out and readied for filling 


How Magnolia Planned a Plant 


For Increased Efficiency 


This blending and packaging plant is designed to pay off six ways: 


@ Customer deliveries reduced from two weeks to three days 
@ Manpower requirements trimmed, productivity increased 

@ Sloppage cut down more than 50% 

@ High degree of product purity maintained 

@ Intermediate handling of products eliminated by van loading 


@ Higher standards of package appearance through new routines 
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FILLING: Vertical chute (far left) blows cans up to top conveyor 
to 36-pocket filler. Bottom conveyor goes to loading area 


ETTER SERVICE and lower product loss— 
B that’s what Magnolia Petroleum Co. expects 
from its new 140,000-sq.-ft. blending and packag- 
ing plant at the company’s Beaumont, Tex., re- 
finery. 

Designed to blend and package 120 products, 


the new unit will handle about 70% of the re- 
finery’s total volume. The balance will continue to 
be packaged at Magnolia’s 40-year old barrel and 
grease plant. 

Construction of the sprawling ranch-style build- 
ing followed a decision in 1954 that new distribu- 
tion methods had outgrown the old plants. 

In recent years distribution of lube products has 
been centering more and more on van transport, 
less and less on box cars. But the barrel and grease 
plant’s loading facilities provide mainly for box 
car loading. In addition, it was located in the mid- 
dle of the refinery, hindering van movements. 

A two-year survey of the strong and weak fea- 
tures of major blending plants was made before 
construction started. Here are the highlights of the 
new operation: 

Average daily output is 1,500 bbl. of packaged 
products plus bulk shipments. For one-quart cans, 
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SPOT CHECKS of plant’s 120 products 
are made in one-room lab. Technician 
checks viscosity with constant-tempera- 
ture bath test 


REMOTE DRUM FILLING is done by 
panel that controls pumps at feed tanks 


the packaging rate is 500 cans, or 21 cases, a 
minute; for five-quart cans, 34 cans, or 5.6 Cases, 
a minute; and for 55-gal. drums, a drum a minute 
per “filling station,” for a total of 1,200-1,500 
drums a day. 

Blending rate is 500 gal. per minute, with an 
automatic blender controlling three mineral oil 
components and six additives. Batch blending is 
also provided for. 

Manpower for the new plant is held to 53 men 
working the day shift only for a five-day week 
Productivity is higher. Most orders now can be 
shipped within three days, compared to 10-14 
days previously. And emergency orders can be 
sent out on the day received 

Loading facilities feature spaces for 10 vans 
and 16 box cars. At the barrel and grease plant, 
there are spaces for 12 box cars and three vans 

Other unusual features include a custom-de- 
signed manifold system at the drum filling stations, 
with individual lines leading to each tank, and 
remote control panels at filling stations (see picture 
above). About the size of a telephone book, these 
can “dial in” and remotely control feed tank 
pumps 


i 


! 





versatile 


MOTORR Pumps 


improve 
bulk station 
efficiency 


FOR FUEL OIL OR GASOLINE HAN- 
DLING where vaporizing or vortexing may 
occur in transport unloading, the “VAPOR- 
FLO” Motorpump is the answer. These self- 
venting units can handle and discharge 
vapors while continuing to pump .. . they 
won't vapor-bind or clog. And they can also 
be used for general bulk station service. 
Built in sizes through 7! horsepower for 
delivery to 425 gpm. 


FOR NORMAL BULK STATION SERV- 
ICE under fully flooded suction the standard 
Motorpump line can’t be topped. Built in '/y 
through 75 horsepower sizes they are capable 
of delivering up to 2800 gpm. These rugged 
Motorpumps are designed for smooth, effi- 
cient and maintenance free service. 
Complete specification and feature infor- 
mation is available in the latest literature 
on Motorpumps for petroleum products 
handling. Send for your copy today. 


Ingersoll-Rand 


9-839 
11 Broadway, New York 4, N. Y. 


Vapor-flo 
Motorpump on 
transport unloading 
service. 


Vapor-flo 
Motorpump 


Standard 
Motorpump 





Lubrication 


Multigrade Oils: 
Cheaper for Fleets 


MULTIGRADE motor oils are bid- 
ding to entrench themselves as solid 
favorites in the heavy-duty truck 
field. Up to now, lube oil marketers 
have been plugging a “superior per- 
formance” theme in promoting mul- 
tigrades. But selling the higher-priced 
oils to economy-conscious fleet own- 
ers has sometimes proved a _ rough 
assignment. 

Now multigrades have a new sales 
argument: economy. Recent research 
by two Standard Oil Co. (Indiana) 
engineers shows that using multi- 
grades can save fleets money, as well 
as offer them better performance over 
a wider range of conditions. 

The engineers, C. C. Colyer and 
J. M. Miller, ran 3-million miles of 
tests on trucks, buses and tractors. 
They say the tests show that although 
multigrades cost more, fleet owners 
can “save hundreds of dollars a year” 
by switching from single grade oils. 

Here’s what the engineers say multi- 
grades do: 

e Prolong engine life by decreas- 
ing wear and lengthening the time be- 
tween engine overhauls; 

e Give better oil mileage; 

e Increase fuel mileage; 

e Help lick cold-starting problems; 

e Decrease inventory  require- 
ments. 

The test results showed savings of 
up to $105 per truck per year and 
$135 per bus per year, Colyer and 
Miller report. Farmers testing multi- 
grades in diesel and gasoline tractors 
reported cleaner engine operation, 
negligible wear and comparable or 
better oil mileage. 

The Standard report was presented 
to a meeting of the Society of Auto- 
motive Engineers at Atlantic City, 
1 ae 


Oil From Plants? 


RAPESEED OIL—a derivative of a 
mustard-like plant—may someday 
compete with petroleum in the auto- 
motive lubricant field. 

Experiments currently being con- 
ducted by the University of Saskat- 
chewan indicate rapeseed oil is a 
satisfactory summer lube for cars. The 
next series of tests will determine if 
it’s equally as good in the winter. 

The rape plant is cheap and plenti- 
ful. If rapeseed oil proves practical and 
can be developed commercially, it 
could become a lube factor on eco- 
nomic grounds alone. hd 
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Why permanentlp 





shed couplings ? 


hour good answers spell better service... bigger profits! 


A PERMANENTLY- 
ATTACHED 
COUPLINGS COST LESS. 
And because modern hose 
is so good... lasts so long 
... re-attachable couplings 


need replacement at about 
the same time hose does. 


For fuel-oil hose 


A CONTINUING ECONOMY 
WITH PERMANENTLY- 


ATTACHED COUPLINGS. 


F gennes 
ATTACHMENT 
ASSURES A MORE PERFECT 
Hidden expenses FIT. Permanently-attached 
time, paper work, packing, couplings are machine- 
shipping, etc.—involved in fitted by experts. You get 
reconditioning of re-attach- a permanently fitted 


able couplings eliminated. coupling every time. 


; om PROOF 
COUPLINGS. 
Permanently-attached 
couplings form a firm grip 
with the hose... they won't 
leak. The ferrule is locked 
to the shank of the coupling, 


preventing creepage. 


.. permanently-attached couplings by SCOVI L L 


For complete specifications on 


fuel-oil hose couplings write to 


Scovill Manufacturing Co., 


Merchandise Division, 


88 Mill St., Waterbury 20, Conn. 


Ask for Bulletin No. 520-H. 
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Serving the indus 
that sells servic 


For years NPI has served the varied needs of both the larg- 
est and smallest petroleum products marketers — consistently 
producing top-quality signs with years of trouble-free use built 
into them. In addition, the capacity to deliver on schedule, with- 
out fail, has established NPI as the most reliable supplier of il- 
luminated service station signs. 


The originators of 
Plastilux’ 
Illuminated 

The services of a Signvertising® Engineer to help you mod- 
ernize your entire sign program are available with no obligation. 
Just use the coupon below. 


NEON FRO YPDVCTsS INCORPORATE YD 
K.iza, Olio W.S.A.. — FOREIGN AFFILIATES: @ Tek Plastics, Ltd., Toronto, 


Canada @ Vitreous Enameling Corp., Capetown, South Africa @ Elaboracion Plexiglas Espanol, $.A, Madrid, Spain 


SW 
_—— ' QV ~~ % 
Nos a 


We operate filling stations. Please have 


a Signvertising Engineer call. 


NAME 





TITLE ~~ WRITE TODAY — Use this coupon to get 
the services of a Signvertising” Engineer. 
COMPANY No obligation. 


ADDRESS... 
CITY. 





132 NATIONAL PETROLEUM NEWS * August, 1958 











New Plan gets more busir 


for marketers and de 


P 


Tires—Batteries—Accessories 





Here's Your Fall Sales-Builder 


Radiator guarantee programs not only sell antifreeze. They also sell. . . 
Radiator hose, hose clamps, thermostats, caps, chemicals, fan belts 
Motor oils—particularly the top-price, all-season brands 
Batteries, plugs, filters, snow tires, wiper blades, lamps—plus 
tuneup jobs and other mechanical services. Here's how it works 


RADIATOR PROTECTION GUARANTEE pro 
grams will be sprouting all over the oil marketing 
scene this winter. Several large companies adopted 
the system last season, and there'll be more this 
year. 


By FRANK C. STURTEVANT 
IBA and Equipment Editor 
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Most of this season’s new group have been drawn 
into the camp as a result of the guarantee programs 


announced this spring by National Carbon, Du Pont, 


and Commercial Solvents. These manufacturers 
make joining easy for oil companies that handle 
one of the nationally advertised antifreeze brands. 
It doesn’t matter whether a company has a private 
brand too. All the oil company has to do is pass 


Ee Sizszee. 
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WHO’S USING WINTER GUARANTEE PLANS 


American Oil Skelly 

Cities Service Socony Mobil 
Continental Standard (Calif.) 
Frontier Standard (Tex.} 
Humble Standard (Ind.} 
Ohio Oil Standard (Ky.) 
Philips Standard (Ohio) 
Pure Sun 

Shell Tidewater 


Sinclair Texaco 


(Begins on page 133) 


on to its dealers the 6.5¢ gal. discount granted by 
the manufacturer, and then explain how the idea 
works. 


How Radiator Guarantees Work 


Plans introduced for the first time this season 
have a new angle: the dealer, not the supplier, 
makes good on the guarantee. The dealer is given 
the 6.5¢ gal. discount to compensate him for any 
makeup he has to furnish. The allowance “is esti- 
mated to exceed the cost of replacements,” says 


National Carbon’s announcement to the trade. 

Since only glycol-base (permanent or non-boil- 
ing type) antifreeze is subject to the guarantee, 
there’s no risk of evaporation in mid-season warm 
spells. If the dealer does a good job when he installs 
the antifreeze, sees that the cooling system doesn’t 
leak and that the radiator hoses are in good con- 
dition, he should come out ahead. The dealer can 
offer the guarantee to some or all of his customers, 
or to none if he pleases. He gets the discount 
anyway. 

National Carbon gives dealers point-of-sale ad- 
vertising material, an instruction book, a log book 
to keep track of their guarantees, and a supply of 
stickers. The stickers are designed to fit in a space 
on the green radiator tag used for many years with 
National Carbon’s ‘“Prestone” brand antifreeze. 
The green tag carries a manufacturer’s warranty of 
quality and performance. If the dealer wants to 
add to this a personal guarantee of all-winter pro- 
tection, he can use the sticker, which has a space 
to write in the car license, degree of protection, 
and the dealer’s signature. 

National Carbon calls its sticker a “suggested 
guarantee” and emphasizes that the dealer is free 
to use any wording he prefers. The printed guar- 
antee, good until April 15, 1959, offers to “restore 
protection lost from mechanical leakage, provided 
you have leaks repaired promptly.” 

Du Pont, for its “Zerex” brand, and Commercial 
Solvents, for its “Peak” brand, also provide kits 
of display material. Both kits include a record for 


listing guarantee customers by name, license num- 
ber and degree of protection. 

Commercial Solvents includes a wallet-size guar- 
antee card; Du Pont uses a slightly larger guarantee 
certificate. Terms are substantially the same. 


Benefit I: Stronger Prices 


Only incidentally do the manufacturers hope to 
sell more antifreeze. The main objective is to 
combat further attacks on their fair trade retail 
price of $3.25 gal. for glycol-base antifreeze. Loss- 
leader price cutting on advertised brands got pretty 
wild in some parts of the country last season. Most 
of the cutting comes from accessory stores that sell 
antifreeze over the counter but don’t put it in. 


According to the latest Du Pont survey, over-the- 
counter outlets now sell 25% of all antifreeze, 
compared with only 5% in 1949. 

Neither the manufacturers nor the oil companies 
want to see the dealer lose position. The manufac- 
turers like him because he helps uphold the fair 
trade price by selling service along with antifreeze. 
The oil companies naturally want to keep their 
antifreeze volume, but they have even better rea- 
SONS. ... 


Benefit Ii: Sets Up Hidden Sell 


Every oil company that ever tried a radiator 
protection guarantee program has found it in- 
creased sales of antifreeze. But that’s only a starter. 
All report that their dealers like a guarantee pro- 
gram. It brings them new customers; it helps them 
talk up early antifreeze installation; it gives them 
time before the rush to make a thorough check of 
the car for added sales of radiator hose, thermo- 
stats, fan belts, radiator cleaners and sealers. 

The first oil companies in this field (going back 
some six years) found they had a good thing. In 
effect, they used the radiator guarantee plan as a 
sort of “fall changeover” promotion. They en- 
couraged stations to go beyond the cooling system 
and sound out the customer on what else he might 
need. 

It’s quite common for oil change and lubrication 
to appear on the same ticket with antifreeze. You 
can attribute part of that to normal customer habit, 
but the rest is due to something else: you’ve created 
a natural sales situation by getting the owner to 
think about preparing his car for the season ahead. 

And here’s another twist. If the owner’s not al- 
ready a user of premium grade motor oil, there’s 
no better time to suggest it. This is why: 

e Guarantee customers include a high propor- 
tion of owners who like to keep their cars in top 
condition. To them a sales pitch for a better product 
has a natural appeal. 

e@ An event that’s associated with the end of 
one season and the start of another is a signal to 
change habits. It’s a time when an owner often 
resolves to treat his car better. In that frame of 
mind, a top quality motor oil makes sense to him; 
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Customers who sign up are in a buying mood 


he may even switch to premium gasoline if he’s 
not already a user. 

The sales tickets show repeated examples of 
other purchases, chiefly in the TBA line. 


Benefit Ill: Boosts Fall Checkups 

Oil companies have discovered that a radiator 
guarantee plan is a valuable promotion. But the 
reason is not to be found in the sale of antifreeze 
alone. The real reason is that such a plan gives 
the oil industry a hook to hang a fall campaign on. 

Glycol-base antifreeze, as a product, needs no 
guarantee. The public has confidence in it, and 
despite its higher price it constitutes 80% of the 
market. And although the antifreeze business is 
profitable to oil companies, it’s still a sideline and 
by itself wouldn’t normally rate a special campaign. 

The oil industry needs some kind of special push 
in the fall—something with a seasonal tag on it. 
Winter radiator protection fills the bill everywhere 
except in the very warm areas. 

By its nature and timing, a radiator campaign 
appeals to a basic human urge—the urge that 
comes over both people and business enterprises 
at certain seasons—to overhaul, clean house, make 
one thorough check of equipment and facilities. 

Battery sales, for instance, show up often on 
the radiator guarantee sales tickets. So do spark 
plugs, snow treads, sealed beams, wiper blades and 
tire chains. All logical cold weather aids. 

But the buying doesn’t end there, because cus- 
tomers don’t have to be logical. Summer, for ex- 
ample, may be the big season for wax sales, but 
thousands of owners still think there’s nothing like 
a coat of wax to protect the car in winter. So 
they'll buy wax, or seat covers as quickly as they'll 
buy a new filter cartridge. 

And your guarantee customer is a natural for 
tuneup and brake service. Checks of sales tickets 
are proof that he buys a lot of everything. 

Your dealers won't sell a winter guarantee to all 
their customers. Few sign up even half of them. 
But the ones they do sell are the cream of the 
crop. And they get them in a buying mood. . 
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COMING IN THE 
OCTOBER NPN 


Plan 59: 
Your blueprint for 
growth and profits 


A full issue designed to 
help you get ready for 
tomorrow's competition 


Special features now in 
preparation: 


@ How to figure payout when you 
modernize 


What kind of competition lies 
ahead 


How and when to modernize 
stations 


What's coming up in brand iden- 
tification 


How and when to modernize 
storage plants 

How the lubrication market is 
changing 


What's the outlook for future 
fuels? 


How and when to modernize a 
fleet 


How to upgrade your fuel oil 
operation 


What equipment to buy for 
efficiency 


What's ahead in packaging 
How to speed fuel oil deliveries 


How to modernize a TBA ware- 
housing system 





Your big profit opportunity with 








UNIQUE DESIGN® key to 


Lengthwise SURE-LOK* channels make 
M.O.S.T. battery case self-locking in 
battery carrier where narrow (end-to- 
end 2E and 3EE) batteries are original 
equipment. SURE-LOK channels permit 
installing shorter, wider 2N and 28N 
M.O.S.T. batteries. Highest electrical ca- 
pacity through precise balance of active 
material and acid. 


i | 


M.0.S. 1. system flexibility 


GRIP-RIDGE* and SURE-GRIP* Hold- 
Downs combine to fit a M.O.S.T. battery 
into any battery carrier quickly, solidly, 
rigidly — superior to original installa- 
tions. Hold-Downs insulated to prevent 
shorting and corrosion. Unitized-cover 
cases ruggedly built of tough, thin-wall 
plastic for broader power range and 





ALES & URNOVER 


With every car model change, your TBA 
inventory problem grows and grows. And 
batteries are no exception. 

“ither carry a complete, complex line of 
batteries — or make customers wait, leave 
them stranded, or lose them. 

OR ADOPT THE M.O.S.T. SYSTEM! 

It’s the first real step to give you increased 
turnover with maximum (100%) sales op- 
portunities and minimum inventory. 

It makes your every battery prospect a 
customer with just 4 batteries . . 
12 batteries and offer customers the com 
plete quality selection, still with a minimum 
battery inventory in only 4 group sizes 
which handle all 6- and 12-volt needs! 


. or stock 


longer battery life. 


U. S. Design Pat. 182109 
and other potents pending 


Eye-and-buy 
appeal 





The display dynamics of M.O.S.T.’ 
batteries — their vivid colors and 
styling—project dramatic eye-and-buy 
appeal, help you sell up to premium 
battery profit. Color and design variety 
is infinite — gives you a BIG PLUS 
competitive advantage. M.O.S.T. 
system batteries can now stay out- 


Dry-charge packaging 
Everything needed to activate a 
M.O.S.T. battery easily and swiftly 
with factory-fresh power—in Globe's 
famous unitized dry-charged battery 
carton. Contains battery, correct qual- 
ity and quantity of electrolyte and 
pouring sleeve. No measuring or 
guesswork, no waste of time or 
electrolyte — and it's fast! 





SPINNING POWER ° 
front, because fewer batteries 


require less display space — and 
because they sell on sight! 





SPLIT.seconp STARTING 


GLOBE-UNION INC. 


MICWAUVEREE 3, Wis CONS tN 


If it’s Petroleum-powered there’s a GLOBE-BUILT BATTERY right from the start! 
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Why Dealers Need TBA Simplification 


@ Service stations could take better care of car owners with shorter 
TBA lines. Today it’s impossible to stock the needs of all cars 


@ The place to start is with car manufacturers—and only 


the American Petroleum Institute can do the job, say TBA managers 


1HE ONLY HOPE for relief from 
the growing complexity of styles and 
sizes of TBA items lies with the 


. meee, American Petro- 
i leum Institute’s 
service station 


advisory commit- 
tee. That's the 
consensus of a 
recent conference 
of TBA man- 
agers held in 
Northfield, N.J. 

They feel deal- 
lers will continue 
at a disadvantage 
until the trend to 
greater multiplicity is reversed. Some- 
what similar views also come from 
the Pacific Coast TBA convention in 
Santa Barbara. Too often, says W. P. 
Thoreson, Signal Oil Co., a dealer 
won't tell his customer about an ob- 
vious TBA need if he first has to ask 
himself: “If I sell it, do I have it in 
stock?” 

“It’s easy to say you should always 
carry a complete stock,” says Thore- 
son, “but who knows what a com- 
plete stock is? And why do we have 
to have so many sizes, many of them 
very small in difference?” 

Over the past four or five years the 
same problem has come up for dis- 
cussion at most meetings of TBA men. 
No way out of the deepening tangle 
has ever developed, largely because 
automobile manufacturers have un- 





By Frank Sturtevant 
TBA Editor 


What's New in 


done all the good work with an an- 
nual batch of further changes. 

Some changes, like the switch to 
tubeless tires and 12-volt batteries are 
conceded to be worthwhile. In other 
cases, a new style or size was adopted 
apparently because no one ever sug- 
gested using an existing style or size. 

Often the first changes didn’t last 
very long. For example several of the 
first 12-volt battery layouts were used 
only one or two years on a single 
make of car. But the cars are still on 
the road and will need battery replace- 
ments for years to come. 

In the same way the first pressure 
radiator caps have been succeeded 
by caps for higher pressure systems. 
The service station has to stock both 
kinds to take care of all its customers 

In many other directions, the curse 
of multiplicity is stifling dealer initia- 
tive. An incidental effect is to deprive 
the car owner of service he should 
have, increasing the hazard of faulty 
or dangerous operation of his car. 

Tubeless Delay—While waiting for 
salvation to come from without, the 
oil industry can do a few things from 
within. A big slash in tire inventories 
can be made whenever dealers suc- 
ceed in putting tubeless tires on older 
cars. Right now they're under the 
spell of a sort of unwritten law that 
says, “Replace tube-type tires only 
with tube-type. Use tubeless only to 
replace tubeless.” 

At a time when there’s a tubeless 


TBA... 





Nylon truck tire 


for heavy truck usage is specially 
adapted for front wheels of concrete 
ready-mix trucks and high volume stone 
and gravel haulers, where the axle is 
heavily loaded and short turns with 
power steering are common. Known as 
the Goodyear FWT-2, the new tire can 
be operated at normal speeds in local 
highway use 


Conditioning chemicals 


under a new brand name, “Auto 
care,” include five products: a combus 
tion chamber scavenger, a motor oil 
additive, a gasoline additive, a solvent 
and penetrating fluid, and a gum and 
sludge remover for crankcase purging 
Previously sold under private brand 
labels, now marketed by RSA Products 
Co., 1582 E. Warren Ave., Detroit, Mich 
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tire to fit practically every car on the 
road, tire output is still only a little 
better than 50% tubeless. If dealers 
can be won over to the fact that a 
6.70-15 tubeless will work well on 
any car with that size wheel, they'll 
be on their way to a one-tire system 

And so with other tire sizes, and 
most price levels. The price of a tube- 
less tire is practically the same as the 
price of a conventional casing and 
inner-tube. Leaky beads, ply separa- 
tion and other faults of early tubeless 
days are pretty well a thing of the 
past. 

The oil industry and its TBA sup- 
pliers may find partial answers to 
some of these internal problems. They 
can make some forward progress if 
the automobile industry can be per- 
suaded to avoid further unnecessary 
changes in tire, battery and accessory 
sizes. 

Hope From API—The few meet- 
ings held so far between automobile 
and oil company representatives have 
covered a lot of problems. While 
practical solutions haven’t been easy 
to find, there are signs of progress in 
some directions. 

For one thing there’s good reason 
to believe the dipstick confusion is on 
the way to being cleared up. As the 
[BA men see it, any progress at all 
is immensely cheering. They’re pin- 
ning a lot of hope on the ability of 
API to act as spokesman for the en- 
tire oil industry. = 


Premium tire 


called the Goodyear Double Eagle 
has a sidewall valve for optional installa 
tion of the new Captive-Air Steel-Cord 
Safety Shield. Of pre-shaped nylon con 
struction, tire is available in a full range 
of 14-in. and 15-in. sizes from all Good 
year warehouses. List price $61.45 to 
$77.85 
(Continued on next page) 
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q Battery Has Anchored Plates 


PREMIUM BATTERY with a white method of anchoring the plates to 


case and 50-month guarantee has the container ribs by means of a newly 
been added to the Auto-Lite Sta-ful developed thermosetting resin. Pur- 
line. Each customer who buys a new pose is to minimize damage from the 
“Power Bond” battery will get a bouncing and vibration always pres- 
wallet-sized guarantee card, serially ent in automotive service. 
numbered and registered at the fac- Another new resin development 
tory. 


makes possible a permanent seal be- 
tween cover and container top, and 
between cell partitions and lead com- 
ponents. 





New to the battery industry is the 


The Power Bond design, says mer- 
chandising manager Robert Price, 
“is counter to the trend towards 


Bu lower price, lower profit batteries. It 
costs the dealer just as much in time, 


effort and expense to install a low- 


ales 
” price battery as it does to install a 
VIKIN PUMP On acts Power Bond.” 


*Bulk Plant and 
Truck Mounting Pumps 









ZZ 
nt 
“a 


\ 
7 
~ 





Viking Pumps are proved to do 
the job at low cost. Here are the 
facts. With Vikings, you get... 


TRUCK MOUNTING PUMP 





1. Pumps that prime themselves FAST. No time-consuming wait be- Economy nylon tire 
fore delivery starts. . for over-the-road truck service has 
2. Pumps that deliver all types of petroleum products .. . from | been introduced by B. F. Goodrich. The 
LP-Gas to tar. | All-Nylon Heavy Duty Express is avail- 
3. Pumps that deliver with smooth, even flow. Eliminate damage to | able in tubeless or tube-type in 13 


sizes ranging from 6.70-15 to 10.00-22. 
The number of plies ranges from six to 
4. Pumps that operate at slow speed, with resulting long life. twelve depending on the size of the tire. 
An extra strong nylon cord body is de- 
signed to take many retreads. 


meters, valves etc. 


5. Pumps that deliver without excessive aerating action. 


6. Pumps that are capable of stripping tanks, without auxiliary 
equipment. 


7. Pumps that are built to deliver against pressures up to 200 psi. 


8. Pumps that resist vapor locks. Literature... 





9. Pumps that are available with Underwriters marker for safe 
operation. TBA manual 


For complete information, see your nearby Viking Pump distributor, or write ce just published by Chek-Chart Corp., 
J’ for Cataloas BR. GR, CR ond HR 33 E. Congress Parkway, Chicago §, III. 


is called “The How and Why of Tire, 
x¥ VIKING PUMP COMPANY 


Battery and Accessory Service.” Inspec- 
tion, service, and replacement proce- 

setae “ dures for each phase of the entire TBA 

Cedar Falls, lowa, U.S.A. In Canada, it’s “ROTO-KING" pumps nal ate Mealy ceveed aad con 


Offices and distributors in Principal Cities. See Your Classified Telephone Directory pletely illustrated. 
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Manufacturers .. . 





For the first time the Assn. of Ameri- 
can Battery Manufacturers has released 
figures showing that dry charged bat- 
teries shipped in 1957 amounted to 
42.6% of the replacement total. Some 
22.6% were 12-volt types. 


A piece of copy in a metropolitan 
newspaper advertises Firestone tires: 
“. .. No money down... No carrying 
charge. Six months to pay for tires, 
batteries and accessories with your oil 
company credit card.” 


The Rubber Assn. of Canada reports 
pneumatic tire production in Canada 
fell 24% in the first quarter of 1958. 
Unit production was 1,689,012, com- 
pared with 2,218,186 in 1957. Sales, 
however turned up substantially in 
March the association reports. The in- 
crease affected all tires: passenger, 
tractor, implement and bus-truck. 


Personnel... 





John D.  Hal- 
laren has _ been 
named to the new- 
ly created post of 
director of the 
Tire Cord div. of 
the American Ray- 
on Institute, 350 
Fifth Ave., New 
York 1, N. Y. “The 
Institute’s ever- 
expanding pro- 
gram in the field 
of high tenacity 
rayon tire cord demands that Mr. Hal 
laren devote full time to this important 
area of our activity,” says ARI in an- 
nouncing the move. Hallaren was pre- 
viously director of public relations, 
dividing his time among the various 
fields of apparel, home furnishings and 
industry. 


Hallaren 


George F. Grif- 
fith is now special 
petroleum repre 
sentative for Good 
year in the New 
York district. Grif- 
fith joined Good- 
year as an inside 
salesman at AI- 
bany, N. Y., in 
1934, becoming of 
fice manager and 
commercial 
man at Troy, N. Y., 
and general line salesman in the Albany 
district. He later became district store 
supervisor at Pittsburgh, and has man- 
aged Goodyear stores in Poughkeepsie, 
N. Y., Providence, R. I., and Boston 
Mass. 





sales- 


Griffith 
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James E. Dornoff, vice president of 
Pate Oil Co., Milwaukee, has become a 
nationally known sales lecturer. His talk 
on “The Power of Enthusiasm” was the 
keynote address at recent 3-day special 
sales seminar for all sales representatives 
of the Mansfield Tire & Rubber Co 

* 


Roger Wise formerly manager of tire 
advertising for Dayton Rubber Co., has 
been named merchandise manager for 
the tire division. He came to Dayton as 
a copywriter in 1937, from the overseas 
advertising department of National Cash 
Register. He will function as liaison be 
tween tire sales and advertising 

» 


Millard D. Coate has been named 
manager of customer service for the 


Dayton Rubber Co. mechanical goods 

division. Lester J. Adams has been made 

merchandise manager for the same divi 

sion. In addition to a variety of V-belts 

and other industrial products, the divi 

sion handles fan belts and radiator hose 
. 


Frank M. Ogden has been named 
manager of the Westinghouse photo 
miniature lamp department, a new unit 
combining former separate dep: riments, 
with headquarters at Bloomfield, N. J 
A graduate of Case Tech and the Hat 
vard School of Business, Ogden was 
previously marketing manager of the 
miniature lamp department 

» 


A. B. Iverson has been named met 
chandise manager—tires and tubes, for 


1@)\\ 5 Se EOS) ae ae 
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Morrison 
Line and Loading 
Valves 


They 
Load Right yy 


IS VALUABLE 
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r 

SAVE EVERY 

PRECIOUS 
DROP 


FIG. 119-F 


Provide Smooth 


Dependable Control 


Under All 
Loading Conditions 


They 
Hold Tight 


MORRISON BROS. COMPANY. 
O/ll EQUIPMENT HEADQUARTERS 
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Another 
Father-and-Son } 
RICHFIELD 
Distributor 


re ee 


BIG GUNS: Confederate cannon serves as background for picture of Roy D. 
Pullen, Jr.; O. D. Dennis, Jr.; and Ben Dennis, 3rd. All are executives of 
Dominion Oil Company, Richmond, Virginia. Their fathers, Roy D. Pullen, 
O. D. Dennis. and Ben Dennis, Jr. built Dominion, Independent Richfield 
Distributors, and with their sons still actively direct its affairs. 


A Richfield Distributorship is 


The Present With a Future 


say executives of Dominion Oil 


Like father, like son. Ben Dennis, 
3rd, like his Dad, likes the oil 
business. O. D. Dennis, Jr., is 
emulating his father. And Roy D. 
Pullen, Jr., is following in the 
footsteps of Roy, Sr. Besides lik- 
ing the oil business, these six 
successful men have another 
thing in common: They all like 


Richfield! 


And why are these executives so 
outspoken in their praise of Rich- 
field Dominion suppliers since 
1939? For one thing, they say 
Richfield is the champion of the 


Independent Distributor. Rich- 
field Distributors never get any 
competition from Richfield. In- 
stead, they benefit by assistance 
and cooperation on every turn. 
It’s the same as having a direct 
telephone wire to Richfield. Ask 
for help and you get it. A Rich- 
field Distributorship is a great 
present, a greater future! 


WOULDN’T YOU like to be- 
come an Independent Richfield 
Distributor? Let us tell you all 
the advantages. Write, wire or 
phone us now! 


£\ RICHFIELD 


OIL CORPORATION OF NEW YORK 


708 THIRD AVENUE, NEW YORK 17, N.Y. 


Serving the Eastern Seaboard from Maine to Florida 


140 


TBA 


Standard of Indiana’s TBA department. 
Succeeding him as sales manager—TBA, 
is D. W. Trainor, formerly sales manager 
for the Chicago Sales District—north. 
A. D. Oetjen continues as merchandise 
manager—batteries and antifreeze, and 
K. E. Curtis continues as merchandise 
manager—accessories. 


Wanvig, Sr. Wanvig, Jr. 

Cc. O. Wanvig, Jr., has been elected 
president of Globe-Union Inc., Milwau- 
kee manufacturer of storage batteries 
and electronic components. He succeeds 
Cc. O. Wanvig, Sr., one of Globe's 
founders, who becomes chairman of the 
board. Wanvig, Jr., is a Milwaukee Coun- 
try Day School graduate and a member 
ot the 1941 class at Cornell University. 
He has been with Globe Union since 
1940 except for a period in 1942 and 
1943 when he was in the Signal Corps. 





IT FITS SNUGLY 


L 
NOZZLE 
PLUG 


Prevents Spillage 


For Nozzle Tubes 
from I!/," 
to 154" O.D. 


$1.95 ea. 


Dealer Inquiries 
Solicited 


RICHFILL NOZZLE PLUG CO. 


S. E. C. 39th & Market Sts. 
Philadelphia 4, Pa. 











NATIONAL PETROLEUM NEWS * August, 1958 











Builds service profits faster! Now, 
with Alemite’s brand new electronic 
wheel balancer, you can balance 
wheels completely, on the car, in the 
record-smashing time of less than half 
an hour! Only the new Alemite 
Wheel Balancer features all these ex- 
clusive advantages to help you handle 
more balancing jobs and build service 
profits faster. 

© New “’Move-About” Hand Strobe 
Light works both indoors and out- 
doors for handier, faster, easier bal- 
ancing! Built-in meter shows amount 
of unbalance and sells need for bal- 
ancing — gives proof that job has been 
done. 

® New Dual-Control Vibration 
Pick-Up. Only the Alemite balancer 
registers both up-and-down and side- 
. corrects all un- 
balance right on the car. 


to-side unbalance .. 
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Faster, Easier to Operate... 


NEW ALEMITE WHEEL BALANCER 


with exclusive Hand Strobe Light! 


® Balances all sizes of wheels—on the 
car! No attachments needed to oper- 
ate — no additions to buy .. . never 
becomes obsolete. 


® New, low-slung, all-in-one design! 
All parts, including weights, are car- 
ried in one compact, rugged, easy-to- 
roll unit. 


Three models—11/% h.p. single spinner, 21/2 h.p 
double spinner, 5h.p. heavy-duty truck spinner 


Available Now For 
Free Dealer Showings... 


Two new Alemite full-color films on wheel 
balancing! ‘““Waggin’ Wheels” tells the story 
of the cause and effect of unbalanced wheels. 
“Noah Had A Word For It” demonstrates the 
technique of wheel balancing, and portrays 
the profit potentials of this service 
a date for your free showings now! 


Reserve 





MAIL COUPON 
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ALEMITE, Dept. AS-88 
1850 Diversey Parkway, Chicago 14, Illinois 


|_| Please contact me and reserve a date for 
free Alemite film showings 


[_] Please arrange for free wheel balancer dem- 
onstration. 


Name 
Company 
State 


City Zone 
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Johnston’s forced-draft commercial burner now has floor- or high-mounted panel 


Showcase: Here Are Some Highlights 


FEWER EXHIBITORS, MORE PROSPECTS. That’s 
the story of the 36th Oil Heat Exposition, held early 
this summer at New York City’s Coliseum. 

Improvements—rather than basic design changes 
were the chief feature of most exhibits. As an ex 
ample, Cleveland Steel Products gave a prominent 
spot to a cooling unit for warm air systems and a 
new boiler-burner unit, but its basic product con- 
tinues to be its wall flame Torridheet oil burner, 
substantially unchanged. 

Another example in the domestic class is the Quaker 


Supreme, a newly designed space heater. The floor 
level blower is new but the vaporizing burner is the 
same as in previous Quaker models. 

A typical change in a heavy burner is S. T. Johns- 
ton’s forced-draft package unit (picture above). This 
year it’s available with a top-mounted control panel, 
as well as floor-mounted as on previous models. The 
new location makes the controls more accessible and 
convenient. 

Weil-McClain offers a new boiler-burner unit, fired 
with a conventional power burner. The improvement 


Gilbarco’s ‘CS’ burner ran continuously at exhibit ‘Guidemaster’ stole the show at the Hannay booth 
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Bacharach’s burner combustion test kit is a standby 


7 345678919 | 


12 


\ 
a v0 FEET PER MINUTE 
K 


New air velocity indicator sports a $12.90 price tag 


From the Oil Heat Exposition 


consists of a new boiler said to be especially designed 
for top efficiency with oil firing. A featured accessory 
is an improved, higher-rated, baseboard panel. 

Gilbert & Barker held a guessing contest built 
around its delayed-action economy clutch. Contestants 
guessed the number of times a continuously running 
burner (opposite page, below) stopped and started in 
a half-hour period. 

Higher pump-off rates from fuel oil tank trucks were 
the big point at a number of displays. Scully Signal Co. 
demonstrated how a 275-gal. tank can be filled at 
rates as high as 145 gpm using the Scully Unifil tank 
fitting and mating nozzle. 

A competing tight fill connection was on display at 
Time Saving Fills, Inc. And Marlow Pump men ex 
plained how their centrifugal truck pumps can readily 
deliver higher flow rates. They also pointed out that 
maximum flow rates call for larger diameter hose and 
appropriate engine speed controls. 

At the RCA and Motorola exhibits, visitors were as 
ready to listen to case histories as to how a two-way 
radio works. 

Visitors were also eager to learn how they could 
make fewer and bigger dumps through closer degree 
day measurement, by means of the Hidy-Brown De- 
gree Day Recorder or the Johnson Fuel Demand 
Meter. 

At the Hannay Hose Reel exhibit the Hannay 
Guidemaster got more attention than the reel itself. 
Demonstration showed how it speeds up the winding 
and unwinding operation with less wear and tear on 
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the hose and also with less effort for the truck drive 

[here’s plenty of room for faster, lower-cost office 
methods, as could be seen at the Electrofile Bur- 
roughs and Monroe booths. [he Monroe man dem 
onstrated how a modern calculating machine can be 
used to figure the degree day for the next delivery; 
record a current delivery; and post a ledger card in 
a Single operation 

For distributors who sell or service warm air heat 
ing or air conditioning systems, Bacharach Industrial 
Instrument Co. had low-cost Air Velocity Indicator, 
price $12.90 
man in the service crew to have one. Bacharach also 
reports a steady demand for its Utility Kit for oil 
combustion testing, price $89.90. Burner companies 


[he price makes it practical for each 


representatives often go around with service men to 
show them how to use the test instruments (pictures 
above) 

Another service aid, the Clearite Oil Pump Tester, 
also drew marked attention. This new combination 
unit can be used by burner service men for several 
related tasks: to bleed the burner, test for water 
test vacuum on pump and supply line, and test pump 
pressure 

Nozzles on display at the Delavan exhibit were 
littlke changed from other years. The emphasis ts all 
on saving the service man’s time. It’s wasteful to clean 
up dirty nozzles, says Delavan. You'll be money ahead 
if you install a new one 


For a look at some new oil heat devices you can’t 
buy—yet—please turn the page > 
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Shields for nozzles... Louvered liners for chambers... 


Better air-oil mixing .. . Blades for rotary burners .. . 


New Ideas for Burner Efficiency 


ENGINEERS at Gull 
think the 
keys to improved burner 
combustion — eff 


Research & 
Development Co devices 
above are 
performance and 
elency 

If upcoming field tests show the 
sume results as 18 months’ lab tests, 
Gulf will turn over the devices to 
interested burner and accessory manu 
lacturers 

CGiulf began its research project to 
aid the oil heat industry. Better pet 
formance would mean fewer service 
calls; better combustion would mean 
lower heating bills. Both would make 
oil heat more attractive, easier to sell. 

Gulf’s success with its new devices 
was evaluated by Gulf engineer B. 
R. Walsh as part of Oil-Heat Institute 
of America’s convention 
about the 


program 
(for more program, see 


5, 193) 


The Case for Better Nozzles 


Much of Gulf’s research centers 
on burner nozzles. Here’s why: 

Fo Cut Calls—Gulf checked 33,650 
service calls to find that nozzle trouble 
leads the list, accounting for 12% of 
the calls 

Walsh says Gulf lab tests show that 
the rate of nozzle clogging is affected 
primarily by three factors: operating 


146 


temperatures, materials used to make 
nozzles, and nozzle design. 

As oil reacts to heat, Walsh says, 
the rate of that reaction may double 
for each 18° temperature hike. Such 
reaction cuts nozzle flow rates, even- 
tually leading to clogging. 

But if heat radiated to the nozzle 
can be controlled, flow rate may not 
be affected as much and nozzle serv- 
ice calls can be cut. Walsh reports 
that Gulf put a nozzle shield on the 
lab incinerator burner with these 
results: 

e Nozzle temperature was cut an 
average of 150°. 

e Nozzle servicing was extended 
from every two weeks to about once 
a year. 

The shield was then tried on a 
domestic gun burner: 

e Nozzle temperature was cut as 
much as 50° in heat soak periods 
after long “on” cycles. 

e Rate of nozzle clogging due to 
oil oxidation was reduced to a level 
that may be only one-eighth as much 
as without the shield. 

To Cat Oil Reaction—Gulf is look- 
ing for a new material for nozzles, 
Walsh reports. Reason: metals used 
today act as catalysts when in contact 
with oil. As a result, metals may sub- 


stantially increase the rate at which 
oil breaks down. 

Gulf thinks the answer is a stainless 
steel nozzle. Lab tests show that such 
material stands up better. 

For Steady CO, and Low Smoke 
Gulf is checking into nozzle flow 
rates. The goal: A nozzle with a con- 
stant flow rate unaffected by tem- 
perature change and effect of tem- 
perature on oil viscosity. Lab tests 
show that the stainless steel nozzle 
may be it. 

Such a nozzle would make it easy 
to adjust burners for constant peak 
CO, at low smoke. That isn’t the case 
with current nozzles. 

Walsh explains it this way: “If the 
air setting is adjusted for #2 smoke 
with a conventional nozzle, flow rate 
at high temperatures will be low. 
But conditions causing operations at 
lower nozzle temperatures will boost 
flow rate. And a higher flow rate with 
an unchanged air adjustment auto- 
matically decreases air-oil ratio to 
cause operation at higher CO, with 
increased smoke.” Tests bear this out. 

With conventional nozzles, burner 
performance changes automatically 
when burning fuels with viscosities 
different from fuel used during initial 
burner adjustment. Walsh says such 


NATIONAL PETROLEUM NEWS * August, 1958 





Timken-Detroit’ Lightweight 
Driving Tandems—First Choice 
With Big Over-the-Highway Operators! 


These superior features make the difference: 


Lighter than any comparable tandem on the market ... but a 
real heavyweight when it comes to service. Besides increased 
payloads you get long, trouble-free service and lower operating 
costs. Time-proved, Timken-Detroit Lightweight tandem features 
include: 

Driver Controlled Inter-Axle Differential. Torque is divided 
equally between axles, yet wheels of one axle can turn faster or 
slower than wheels of other axle. This means both axles are 
always doing equal amounts of work. Driving parts and tires last 
longer. 

“In-Line” Propeller Shaft Drive. With straight-through drive, bear- 
ing and gear life is greatly increased because universal joint work- 
ing angles are materially reduced. 

Torsion Flow Axle Shafts. More splines, plus greater root and 
body diameter, add extra strength. 


Hot Forged Rectangular-Shaped Axle Housings. Rectangular 
shape, combined with full strength corner sections, provides the 
greatest strength with minimum weight and size. Welded on bowl 
cover prevents leakage. 


Hypoid Gears. Larger pinions and greater tooth contact give 30% 
more torque capacity, top efficiency and long life ... plus lower 
maintenance costs. 

Unmatched Parts Interchangeability. Most of the wearing parts— 
gears, bearings, shafts, differentials, brakes—are interchangeable 
with parts from Timken-Detroit standard single axles. Parts are 
readily available and less expensive. 


MK.E N 


LES 


ROCKWELL-STANDARD CORPORATION 


TRANSMISSION AND AXLE DIVISION 


WORLD'S LARGEST MANUFACTURER OF AXLES 
FOR TRUCKS, BUSES AND TRAILERS 


8, R-§ Corp. 


eroaucts ot ROGKWELL- STAN DARD commer 
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changes would be minimized with an 
improved nozzle since there would be 
no change in flow rate with change in 
oil viscosity or temperature. 

Nozzle flow is also affected by fuel 
pump pressure. Tests on burners with 
and without combustion heads show 
best results with 80-90 psi. “The re- 
duced velocity of oil leaving the 
nozzle,” Walsh says, “apparently im- 
proves mixing of air and oil which 
more than offsets any change in atom- 


ization and spray pattern.” Lower 
pump pressure can mean less pump 
wear—an angle Gulf engineers are 
still checking. 


What Liners and Mixers Do 


“Major improvements in combus- 
tion resulted with the new liner and 
mixer devices,” Walsh reports. 

They work as a team to further 
improve air-oil mixing by letting hot 
combustion gases join incoming air 


3 WAYS BETTER! 


COATS NEW. 
3-STAR TIREMAN | 


Developed by the pioneers and leaders in the tire equip- 
ment field, this newest Coats achievement is specially 


engineered for greater speed, easier 
longer, trouble-free service .. . 


Operation, and 
three important 


features that have always made Coats Tire Changers the 


No. 1 Choice of dealers from coast to coast . . 


. tested 


and recommended by all leading tire and oil companies. 


3 PROFIT-MAKING ADVANTAGES 


_ 


Si red 
CAM ACTION for super leverage Engineered 
to give 50% more leverage, 30°%, more lift. Any 
tire, 12 to 21 inches, conventional or tubeless, con 
be handled easily 


SCREW-TYPE HOLD-DOWN for fast, positive 
locking. A twist of the wrist locks or unlocks it 
Ruqgedly cast for years of use 


ROLLER ACTION for faster, safer mounting and 
dismounting. No prying or scuffing. This famous 
Coats development has been tested and proved 
on millions of tires around the world 


GENERAL 
MIDWEST 
WESTERN 


ICES: 12 
UOrFrices 
DIVISION OFFICES 


DEPOT SQUARE 


ROLL-A-WAY BASE 


900 N. Lake Shore Drive, Suite 804, 
3453 Cahuenga Blvd 


Yes, you still get America’s 
leading tire changer for just 
$129.50. Write for new, free 
literature today! 


“Address Inquiries Dept. 7{601."' 
OPTIONAL 


ENGLEWOOD, NEW 
CHICAGO 
Los Angeles 


JERSEY 
ILLINOIS 
28, Calif 


and oil at the burner outlet. In effect, 
air and oil are preheated. 

Gulf’s combustion liner (made of 
stainless steel, although it could be 
ceramic) forms roofed passages along 
the sides of the chamber and across 
the front wall, with side louvers. 

The air-oil mixer is also of metal, 
is also louvered, is about three inches 
in diameter, and fits on the end of the 
burner blast tube. 

Using both with a_ high-pressure 
gun burner, Gulf found that at low 
CO. values, smoke increases as CO, 
increases. But only to a point. Smoke 
peaked at 11.7% CO., then decreased 
to such an extent that at 14% CO., 
little or no smoke resulted. A con- 
ventional burner and chamber would 
have hit #5 smoke at 13% CO,,. 

With the liner and air-oil mixer, 
says Walsh, stack temperatures were 
about 170° lower at 14% CO, than 
could be achieved with a combustion 
head burner. 

In a separate test of the liner with 
an air cone burner and a combustion 
head burner, only minor improvement 
in performance showed up. 


What About Blades? 

Eight stainless steel blades added 
to the top of the fan shroud of a 
rotary wall flame burner show less 
smoke at various CO, readings than 
did a conventional fan, Walsh re- 
ports. Blades help recirculate com- 
bustion gases for better performance, 
he says, and combustion deposits are 
less on the Gulf-modified fan. 


Other Irons in the Fire 

Gulf researchers are 
ahead on other projects. 

Because design of swirl stem and 
orifice disc of nozzles affects nozzle 
clogging and flow vs. viscosity action, 
Gulf is experimenting with new de- 
signs to lick the problem. 

And since alignment and assembly 
of swirl stems also has a bearing on 
flow rate and clogging, Gulf engineers 
say it’s risky to take a nozzle apart 
and clean it. It’s better to put in a 
new nozzle. 

Use of delayed-opening and dribble- 
proof valves on either side of the 
fuel pump can cut burner smoking 
during starting and stopping. Most 
equipment lacks these devices now. 

Gulf is testing oil additives. Several 
hundred have been checked for possi- 
ble combustion-improving properties. 
“But only several appear promising 
and are being checked further,” Walsh 
says. He points out, however, that 
considerably more improvement in 
combustion comes from changes in 
burner design than from additives. @ 


now going 
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Who’s for Blending Pumps? 


WAYNE PUMP CO. is ready to take orders for 
its Wayne Blend-O-Matic pump, similar 
to the version first developed for Sun Oil Co. 

The pump will blend as many as nine different 
grades of motor fuel right at the pump island. Any 
station now selling just two grades of gasoline, says 
Wayne, can become a multi-grade station by using 
the blending pump to deliver regular grade, super- 
high-octane, or any of 
from two existing tanks. 

Wayne also points out that no special training of 
operators is necessary. One setting of the selector 
lever simultaneously makes all necessary adjustments 
in the pump, computer and dial indicators. Fuel 
blending is claimed to meet requirements of every 
motorist, including those who have learned to buy 
some of one grade and some of another to get 
better performance at Dept. B-l, 
Wayne Pump Co., Division of Symington Wayne 
Salisbury, Md. 


gasoline 


seven intermediate blends 


car low cost. 


Corp., 
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Erie Markets Low Dispenser 


ERIE METER SYSTEMS is now offering the oil 
industry its new 48-in. gasoline dispensing pump 
after trying it in several major company outlets 

The “Salesman 48,” as it will now be known, 
will be “priced lower than taller units,” says Erie. 
It has no visigage and no interior lights. Wide, 
sloping, eye-level dials make it easy to the 
computer figures with the island 
lighting. 

The height reduction gives better visibility to is 
land and station window displays. Stainless steel 
end panels and top add to appearance, and at the 
same time help the maintenance problem by reduc 
ing the painted area 70% 

A nozzle holster built parallel to the pump side 
saves island space. The hose is also equipped with 
a new, improved cable retrieving device. A 
stop on the cable reel removes tension on the hose 
when it’s extended in Erie Meter 
1602 Wagener Ave., Lrie, Pa 


read 


aid of normal 


ratchet 


use. Systems, 


Motor base 


Spark arrestor 


. that approximates the size and shape 
of a muffler, traps dangerous incandes 
cent exhaust carbon from trucks, trac 
tors, tugs or forklifts operating in haz 
ardous areas. Can be mounted at any 
angle, at the end of or within the ex 
haust system. Erickson Products Co., 
1960 Carroll Ave San Francisco 24 
Cal. 

Circle No. 1 150 


on Coupon, Pp. 
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Outdoor poster light 


permits entire rotation of the en 
tire reflector and lamp assembly to as 
sure correct relation of light source to 
reflector. Known as the Fluoresign Out 
door Lumenaire, the new fixture ac 
commodates V.H.O., S.H.O. and Power 
Groove fluorescent tubes. Revere Elec 
tric Mfe. Co., 7420 Lehigh Ave., Chi 
cago 48, Ill. 
Circle No. 2, 150 


on coupon, Pp 
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@ New High Capacity Submerged Pump 


NEW SUBMERSIBLE LINE offers 
high capacity pumps for use in under- 
ground storage tanks in bulk plants, 
tank farms, marinas, airports, termi- 
nals and combination service stations 
and bulk plants. Lines will handle 
any petroleum products practical to 
pump, including gasoline, fuel oil, 
diesel oil and kerosine. 

Designated the “Big-Flo” line by 
the manufacturer, all models are 
listed by Underwriters’ Laboratories. 
Pumps are available with 1, 1.5, 2, 
3 and 5 hp motors. All will fit 
through a 6-in. tank opening. 

Extractable submersible pumps of 


this type similar to smaller units 
used for service stations remote pump- 
ing systems, offer these advantages, 
says the manufacturer: 

e Elimination of vapor lock when 
pumping highly volatile fuels in warm 
weather or at high altitudes; 

e Less maintenance, because pumps 
are always lubricated by the fluid 
they handle; 

e Direct drive eliminates chains, 
belts, stuffing boxes, rotary seals and 
shaft connections. 

Red Jacket Mfg. Co., 
Davenport, Towa. 

Circle No. 4, on 


Box 270, 


150 


coupon, p. 





Check valve 


for use with Dresser fittings, has 
one end connected to the pump casing, 
while the other has a long shank that 
fits directly into the Dresser fitting. Like 
other Universal suction line check 
the 205D eliminates loss of 
Universal Valve Co., Inc., 472 
$t., Elizabeth, N. J. 
Circle No. 5, on 


valves, 
prime 
South 


coupon, p, 150 


Truck drain valve 


offers complete drainage and fast, 
easy cleaning where it is important to 
guard against product contamination. 
Bonnet clamp ring is quickly removed 
for clean-out, without tools, by loosening 
a single wing nut. May also be ordered 
without quick removal bonnet, if de- 
Available in 2-in., 3-in., and 4-in. 
sizes in steel, stainless and aluminum, 
with straight or 90-deg. outlets, and with 
threaded or flanged connections. Betts 
Machine Co., Warren, Pa. 


sired 


High-speed meter 

° . gives fast gravity discharge from 
tank trucks. This 4-in. meter is rated 
for flow of 300 gpm and has shown 
attainable rates in excess of 250 gpm 
on trucks with efficient piping systems. 
Low pressure drop permits high grav- 
ity flow rate. A. O. Smith Corp., 5715 
Smithway St., Los Angeles 22, Cal. 


Circle No. 7, on coupon, p. 150 


Truck meter valve 

. is hydraulically balanced to permit 
easy opening without fighting normal 
working pressure. A dashpot is _ bled 
through a metered orifice to the upstream 
pressure, which is thus applied to a pis- 
ton arranged to balance the force work- 
ing against the upstream side of the 
poppet-type valve. A “soft” closing ac- 
tion also results as the rate of liquid 
escape from behind the piston is slowed 
by the orifice. Ralph N. Brodie Co., 
San Leandro, Cal. 
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Rotor jet 

for hydraulic scrubbing of tank 
interiors can be lowered into the tank 
suspended only by hose. Head rotated 
by compressed air with cycle adjustable 
from 10-30 min. Twin jets force hot or 
cold liquids at pressures from 100-300 


psi. Sellers In-Jector Corp., 1601 S. 


Hamilton St., Philadelphia, Pa. 
Circle No. 9, on coupon, p. 150 


Air brake valves 


. for emergency protection in trac- 
tor-trailer service are said to be of an 
improved design. Brake valve may be 
operated manually at any time to trig- 
ger trailer brakes. Tractor air line pro- 
tection valve, installed in service and 
emergency air lines leading to trailer, 
automatically isolates tractor air supply 
in the event of a pressure loss on the 
trailer or a breakaway, and allows nor- 
mal control of tractor brakes. Wagner 
Electric Corp., 6400 Plymouth Ave., St. 
Louis 14, Mo. 


Circle No. 10, on coupon, p. 150 
(Continued on page 152) 
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Stop explosions before they blow 


Let Crouse-Hinds equipment and 


Send for the you to prevent electrically-ignited « 


The more than 15,000 Condulet 
C RO U $ E. uw i N 5 S line, include the world’s wid 
and dust-tight electrical eq 
re e 9 devices for every circuitry 
Hazard Finder siieas anek-00 acelin 
technicians thoroughly famil 
National Electrical Code 
situations. 


For a quick, general survi 
plant, send for the Hazard | 
of specific areas and hazard 


tins which apply. 


® Or tor personal assistance 
offices listed below to send a 


@ The Hazard Finder will enable you to make a quick 
survey of the hidden probabilities of electrically- 


ignited explosions in your plant. CROUSE-HINDS CO 
Syracuse 1, N.Y 


1 want to check m 
cS Finder 


MAIN OFFICE AND FACTORY: SYRACUSE, NEW YORK 


e-Hind 
@ CONDULET ELECTRICAL BQUIPMENT (Gxplesion-Proof and Conventional) © FLOODLIGHTING 
@ TRAFFIC CONTROL SYSTEMS @ AIRPORT LIGHTING and WEATHSA MEASURING EQUIPMENT 
These products are sold exclusively through electrical distriputors. Fer application engineesing help, contact ene 
of the following offices R B r 2 E , aq 1 - 


FREE 


Name 


Company 


talo 
etroit H Ind po Kansa ty s Ang Address 
j Pit Port 4 - alt Lake 
St. Le t. F Wa Resident Representatives 
Atlant 3 j k Rea Pa I i, Va 








NEW JERSEY 





e OPW Valves and Fittings 
e Blackmer Pumps 
e Erie Pumps and Equipment 


e Price Signs 


Repair Parts for 


all Pumps 


TEN HOEVE BROTHERS 


359 Mclean Blvd., Paterson 3, N. J 














NEW YORK 





EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 


Buckeye Valves, Tokheim Pumps, 


Fver-Tite Quick Couplings, Pipe Fittings 








OHIO 


National Hose, ECO Tireflators | 
Rectorseal Pipe Dope, Air Compressors 





EQUIPMENT SALES CO 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, 0. P.W., Lincoln 
Neptune, Huffman, Goodrich, 

Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 





} 
| 











PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 
DISTRIBUTORS FOR: Wayne Pumps & Equipment, 
O0.P.W. Valves and Fittings, Gorman-Rupp, Fill- 
Rite Pumps, Whiteway Lighting, Saylor-Beall Com- 
pressors, Granco Pumps & Meters and National Hose. 
211 Lincolnway West, rit Oxford, Pa. 
MAdison 4- 413 








E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOEJ 








Oil Marketing 
Equipment Jobbers 
This ts Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 








330 West 42nd St., New York 36, N.Y. 





TENNESSEE 


fgashoy’ Pues 


For every size consumer- 
commercial account. 
CRUZEN OIL EQUIPMENT (0. 
309-17 Jefferson Ave., 
Memphis, Tenn. 















Equipment 


Drum agitator 


is air-driven and said to be com- 
pletely safe where agitation of explo- 
sive liquids prohibits use of electrical 
equipment. The low-cost, portable unit 
is mounted on any S55-gal. drum by 
slipping paddle shaft through bung and 


screwing agitator cage into the bung. 
Prenco Products Inc., 507 E. 10 Mile 


Rd., Hazel Park, Mich. 


Circle No. 11, on coupon, p. 150 


Small cleaner 


is a combination hand-size vacuum 
cleaner and blow gun. Operating off the 
Station air supply, it has no motor and 
no suction hose. A push of a_ button 
changes from vacuum to blower action. 
Entire unit weighs 2% Ib., price $29.70. 
Big Four Industries, Inc., 5938 Carthage 
Ct., Cincinnati 12, Ohio. 
Circle No. 12, on p. 150 


coupon, 





Multiple truck valve 


and faucet combination provides 
a visible check to assure full drainage 
without contamination. Low, angle set- 
ting of “Visi-Flow” faucet permits high 
speed unloading of either individual 
compartments or full load. Faucet 
wrenches can be locked open and are 
available with fusible inserts that will 
close in event of fire. Valve provides 
a more compact installation with a pro- 


jection less than that of current mani- 
fold valves. Wheaton Brass Works, 
Sprinefield Rd., Union, N. J. 


Circle No, 13, on coupon, p. 150 


NATIONAI 


Bottom loading system 

. consists of a 2'%-in. self-sealing 
coupling with a mating half mounted cn 
the manifold. When coupled up, flow 
takes place immediately into selected or 
all compartments simultaneously. Flow 
cuts off in two stages, automatically and 
independently for each compartment. 
System includes a visible indicator to 
show when compartments are full; self- 
contained vents; and emergency valves. 
Avery-Hardoll Ltd., Oakcroft Rd., Ches- 
sington, Surrey. 


Circle No. 14, on coupon, p. 150 


Literature ... 








Car lifting 


instructions presented on 22-in. x 
34-in. wall poster. Shows photos of all 
late model cars with specific data on 
where and where not to hoist with one 
end lifts. Cars with air suspension equip 
ment given special attention with in- 
structions printed in red. Blackhawk 
Mfg. Co., Milwaukee 46, Wis. 

Circle No. 15, 


on coupon, p. 150 


Petroleum solvents 

are discussed in new 8-page Esso 
booklet. Proper handling of solvents in- 
volves holding their original quality and 
protection from fire or toxicity. Solvent 
flammability data, explosive temperature 
limits and maximum allowable vapor 
concentrations also covered. Esso Stand 
ard Oil Co., 51 West 51st St., N. Y. 


Circle No. 16, on coupon, p. 150 


Fuel oil manual 

, in second edition presents a non 
technical discussion of the composition. 
properties, storage methods, treatment 
and handling of various oil grades. Of 
use to engineers, distributors and oil 
users generally. Author Paul J. Schmidt 
was former chief chemist at Allied Oil 


Co., Inc. Price $4.50. The Industrial 
Press, 93 Worth St., New York 13, N.Y. 
Circle No. 17, on coupon, p. 150 


Manufacturers . . . 


Multiple displays of a “family” of 
cans is now possible with Contintal Can 
Co.’s half-pint unit with indented bot- 
tom. Stacking feature allows the 34-inch 
nozzle of each can to slip snugly into 
bottom of can above it. 

. 

Cruzen Oil Equipment Co., Inc., 
Memphis, Tenn., has been granted the 
dealership for the Gilbarco line of serv- 
ice station equipment. Territory will in- 
clude all or portions of Alabama, Ar- 
kansas, Kentucky, Mississippi and Ten- 
nessee. Cruzen also becomes service 
agent for Gilbarco. Manufactured by 
Gilbert and Barker Mfg. Co. of West 


(Continued on page 157) 
1958 
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Profit Today 
Comes From 
Efficient 
OF el-¢-1a loyal 


VAT HELP TO 
KEEP YOUR 
MARKETING 
METHODS 
MODERN 


OIL MARKETING 
EQUIPMENT 


MASTER-CRAFTED BY 


(OLUMBIAN 


SINCE 1893 


FOR BULK PLANTS 


Columbian rigid frame steel warehouse and office build- 
ings give you maximum usable space, strong and fire-safe 
at low cost. Columbian bolted or welded tanks are famed 
for tightness and perfect fit. 


FOR SERVICE STATIONS 


Columbian “MARK E’ 
Steel Service stations are 
attractive, traffic-pulling 
and efficient; wide mar- 
quee on three sides pro- 
vides protection for out- 
side displays and cus- 
tomers. Columbian under- 
ground tanks provide safe 
gasoline storage. Colum 
bian buckets, cans and 
funnels continue to be 
favorites. 








“COLUMBIAN;’ to an oil man, means the 


dependable source of supply for equipment 
needed for the storage and transportation of 
petroleum products. 


Columbian engineering “know how” in the oil 
business can help you in your planning—whether 
your need is for more efficient local delivery, a 
new building, expanded storage capacity, a com- 
plete new bulk plant, a big transport. Columbian 
master-crafted products are ready now to give you 
quick action in upgrading your business... or can 
be expertly designed and custom-built to your 
requirements. 


Let us plan with you on modernization, expansion 
or increased operating efficiency. You incur no 
obligation when you ask for the help of Colum- 
bian’s experience. Drop us a line today—ask for 
free literature about Columbian equipment in the 
product line in which you are interested. 


Before you finalize any new equipment plans, 
you'll find it pays in cost, service and quality to 
check with Columbian— 


FOR HIGHWAY TRANSPORTATION 


Columbian Semi-Trailer Transports, in steel, alu 
minum, stainless and special alloys, for petroleum 
LPG, asphalt, chemicals or any type of liquid 
hauling. Custom-designed for your needs and 
location. Built stronger, better balanced—maxi 
mum payload for more profit per trip 


FOR FARM DELIVERY, FUEL OIL 
SERVICE OR LPG DELIVERY 


Columbian stock model truck 
tanks provide more features 
at minimum investments. Fully 
equipped (or adapted to your 
own metering and pumping 
equipment), can be fitted 
quickly to your truck chassis 
Stock Model Farm Delivery 
truck tanks (pictured) avail 
able in 1,000, 1,200 and 
1,500 gol. capacities with 5 
compartments 
Columbian Fueloaders, fully skirted, fuel oil delivery truck tanks are 
equipped to make deliveries from either side. From 1,000 gal. to 3,750 
gal. capacities 
Columbian Safe-T-Twins carry Butane and Propane on same load 
capacities 1,500, 1,700 and 2,000 water gallons. Clean, eye catching 
Columbian single tank designs available in 1,700, 2,000, 2,200 and 
2,500 gal. capacities 


COLUMBIAN STEEL TANK COMPANY 


P. O. Box 4048-1 


Kansas City, Missouri 


STEEL, Master-crafted by Columbian... First for Lasting Strength 





TOTAL SALE 


GALLONS 











4 

















Utilizes two storage tanks and two grades of 
fuel. Both are blended automatically and 
price computed for each of nine different 


grades. 





(et Ovi 


A NEW BUSINESS BUILDER...PROFIT PRODUCER 


MEETS ANY CHANGING FUEL REQUIREMENTS 


Stations equipped with Blend-O-Matic pumps can offer fuels of the desired octane 
rating. Super fuels to meet the highest octane requirements of tomorrow’s cars 
... yet regular grades for today’s cars .. . all from one pump and one set of 
storage tanks. 


ASSURES COMPETITIVE POSITION IN ANY MARKET 


The Blend-O-Matic automatically blends the fuel to fit the requirements of the 
particular car... the operating needs of each driver . . . the competitive price 
situation .. . right at.the island. The station operator does not miss any sales. He 
always has the right grade ready at the right price. 


PROTECTS INVESTMENT FOR THE FUTURE 


This new pump puts every station operator and petroleum marketer using it in a 
strong position to build more business in the future and with greater protection 
against obsolesence of equipment. Blend-O-Matic assures complete flexibility of 
operation for maximum profit with minimum investment. 


EASY TO OPERATE ...AND INSTALL 


With just a turn of the selector lever the operator can promptly deliver as 
many as nine different grades of fuel ranging from Regular Grade to 
Super High Octane. Setting the selector lever automatically makes the 
necessary adjustments of the pump mechanism and the price computed. 


aes Get full details in this folder 
THE WAYNE PUMP COMPANY 


f Division of Symington Wayne Corp. 
Q- Salisbury, Moryland Toronto, Canada 
= 














BLEND SELECTOR 


Wier 2 BLEND SELECTOR 
a. Mh eo” 95 
: ’ one " d 
am, OALLONS - © . 7 rT) 


ra ®5 O° 


Nine fuels possible with just a turn 
of selector lever. All mechanical 
ports are automatically set for 
proper delivery of exact octane 
desired with one setting. 


Shows all details at one glance . . . 
blend selected . . . unit price of the 
blend . . . total gallons delivered 
+++ dollar and cents value of sale, 








OR COLD... PARATONE-BLENDED OILS STAND UP! 


When the heat’s on, inside and out . . . metal-scorching temperature in the 
engine— sweltering radiation from the hot summer sun . . . ordinary oils become 
dangerously thin. But oils blended with Enjay Paratone® viscosity index 
improver stand up to oil-thinning heat and retain their lubricating viscosity. Yet 
when winter sets in, Paratone-blended oils do not congeal to a heavy, sluggish 
oil. They provide instant lubrication to all parts for quick, cold weather starting. 





Enjay has developed the only complete line of high quality additives (Paramins®). 
To meet the most exacting oil specifications, insist on Enjay Paramins. Pioneer in Petrochemicals 


ENJAY COMPANY, INC., 15 West Sist St., New York 19, N. Y. » Akron +» Boston + Charlotte - Chicago + Detroit » Los Angeles + New Orleans + Tulsa 
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Equipment 


Springfield, Mass., the line includes gaso- M k rc | N p C t 

line pumps, hydraulic lifts, air meters, akers xp ore ew ump oncep 

air compressors, centrifugal pumps, elec- 

tronic indicating grounds, accessories IMAGINATIVE THINKING to create Discussing the “Service Station of the 

and fittings. entirely new gasoline dispensing equip- Future”, William K. Drake and H. D 

© ment was called for by Theon Wright, Shekels of the Control Data Corp., 

managing director of the Gasoline Pump Minneapolis, suggested that an elec 

Manufacturers Assn., at the group’s re- tronic system could be devised to con 

cent meeting in Sea Island, Ga. vert the dispensing pump into a “trans 
If there is to be “a major break- action unit.” Such a_ unit, they said, 

through,” an entirely new concept of the would do everything from setting the 

functions of gasoline dispensing equip- amount and grade of fuel to issuing a 

ment will probably have to be developed, receipt and recording the amount of the 

says Wright. transaction. 





for 


MORE DELIVERIES 


Bennett Industries, Inc., Peotone, IIl., per day per year 
has developed a packaging unit for ship- 
ping steel pails. Company claims the 
unit increases storage space by 40% and 
reduces handling time 90%. Known as 
the “Handy Pak,” the unit consists of a 
top and bottom “cap” made of corrugated : 4 , 
board between which 27 steel pails are — . Heating Oils 
piled in layers three wide and three high. a : Sta-Clean 
Steel straps hold the combination of oo 
pails and board caps firm. Easily carried 

by two men, the unit is also said to pro- 

tect pails from scuffing and damage. 


Personnel 





CHOOSE — 
been named chairman of the Manu- BLACKMER TRUCK PUMP: 


facturers Liaison Committee of the Na- 

tional Assn. of Oil Equipment Jobbers, FOR FAST DELIVERIES: 
to replace Charles W. Haines, formerly 
of Hewitt-Robins, now with NATIONAI 
PETROLEUM News. specifically designed for installation on 


E. H. Lanthorn, Blackmer Pump, has 


These positive displacement pumps were 


* tank trucks to give dependable and maxi- 
John N. Mason has succeeded John mum flow delivery by power take-off 
M. Bierer as president and general man from the truck transmission. 
ager Of Boston Woven Hose and Rub 
ee ° , : FOR MINIMUM MAINTENANCE: 
ber Co., division of American Biltrite 
Rubber Co. Mason joined Boston Woven Maintenance time is reduced to the mini- 
in 1953 as head of its research and mum with sliding vanes which are “‘self- 
development department. In 1955 he 
was elected executive vice president and ‘ frict; : 
in 1957, following Boston’s merger with duty, anti-Iriction bearings. 
American, was made a director and vice All wearing parts are easily accessible 
president of the parent company. for replacement after severe service. Cut-away view of Blackmer Type TX 
ve p : ey ac Truck Pump with Cartridge-Type 
aa Sizes 114” thru 4” — Capacities 25 his hanical 
George R. Collins is the new general GPM to 500 GPM. 
sales manager for Reo Division, White WRITE FOR BULLETIN 200 
Mo of Li x, Mic *e 195¢ > 
Motor Co. of Lansing, Mich. Since 19 4 PEIN “liquid ter a ha dii »® F ; 
assistant sales manager, Collins first iquid materials han ing” equipmen 
joined Reo in 1947. He left in 1951 to 
become assistant to the president of 
Boyce Motor Lines of New York, but 
in 1953 returned to Reo. In his new 


post, Collins will direct domestic and BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


foreign sales of Reo trucks and parts. See Yellow pages for your local sales representative 


adjusting for wear” and with the heavy- 


Seals 
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Dodge T900 Tandem tractor, 234 horsepower 


How Dodge saves you money 
by matching your truck to your needs 


Dodge medium- and heavy-duty trucks have 
always been built from a wide range of ““Job-Rated”’ 
components to match a truck exactly to your job. 
This means that you aren’t forced to pay for 
capacity you don’t need, and you don’t get under- 
sized units that shorten your truck’s life. Just look 
at the range of components today’s line of Power 
Giants offers: 


In power, there are Sixes from 125 to 141 hp., 
Power-Dome V-8’s from 204 to 234 hp. Exclusive 
Power-Dome V-8 design reduces harmful carbon 
deposits, greatly reducing the need for engine 
overhauls to maintain maximum power. 


In payload, numerous Dodge medium- and heavy- 
duty models offer G.V.W.’s from 11,000 to 46,000 
lbs., G.C.W.’s from 30,000 to 65,000 Ibs. in gradual 





steps. A wide range of “Job-Rated” axles, trans- 
missions, tires, springs and other components makes 
possible gradual increases in capacity and assures 
you a dependable, economical truck because it fits 
your job exactly. 


In economy, Dodge provides the thriftiest and 
most efficient engine and transmission combinations. 
A range of eight engines and eight transmissions, 
including automatic Torqmatic, makes this possible. 
You save on gasoline, too, because Dodge engines 
operate efficiently on regular gasoline! 


Priced competitively throughout the line, in many 
models Dodge is priced lowest! No matter what 
Dodge Power Giant your job calls for, you'll be 
agreeably surprised at its thrifty price tag. See your 
Dodge dealer soon, and get his special 40th- 
Anniversary deal! 


| BD) O DD G = PoowerGiants 
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Comeback in the Heartlands 


@ Signs point to strong gasoline prices at all levels in August throughout the interior. 
If August doesn’t shape up there as one of the most profitable selling months since 
Suez, a lot of seers will have to turn in their crystal balls. 

The wheat harvest in the upper states should keep gasoline sales brisk along 
the Great Lakes Pipe Line. Inter-refinery trades will be stepped up (barring a sharp 
rise in crude runs) because several refiners have been working off their inventories 
for months and are in tight position. 

Vacation travel consumption should be near a peak. 

Fresh strength is expected in dealer tank wagon postings. Wholesale price ad- 
vances in the Gulf, Mid-Continent and Chicago markets have met little resistance. 

There is the prospect of a virtual “run” on distillates throughout the interior. The 
slowest summer-fill distillate buying in many seasons was reported in May-June- 
July, but jobbers are likely to make up for lost time with heavy August pur- 
chases. They held off this year partly because they thought crude prices might 
drop. Also, they bitterly remember tying up storage in 1957, only to discover 
they actually could have bought cheaper by waiting until October. 


MARKET OUTLOOK 


But a 0.5¢ hike in Chicago prices early in July, and evaporation of bargain-priced 
material at the Gulf and Mid-Continent, seem to confirm sellers’ warnings that the 
price-shoppers’ heyday has ended—at least for a few months. A Twin Cities supplier, 
for example, bought several million gallons of No. 2 early last spring at 7.5¢ 
FOB Group 3; he says he’ll keep it there until he can sell at 9¢, “and I think I 
might be doing business before September 1.” A Chicago refiner, pointing to a good- 
sized Stetson, promises to eat it if No. 2 doesn’t bring 10¢ at his local plant within 
60 days. 


As LPG goes... 


So will go the oil price index, according to some speculators. And the 4¢ Group 
3 quote, 0.5¢ higher than last summer’s low, appears ready for a move up any 
time now. Supplies of butane are roughly 33% below last year. Many refiners ran 
short of their blending requirements last winter and are contracting for larger 
amounts this year. But they might have to pay a premium for guaranteed supply 


Super-octanes inspire some yawns 


Independent jobbers aren’t enthusiastic over availability of 99 and 100 octanes. 
Although “F” grade (99 research with 89 motor method minimum) was added to 
Great Lakes Pipe Line in April, only a few sellers are finding takers, mainly at 
three west leg terminals. A Michigan refiner who introduced 100 octane last spring 
—at 0.75¢ over 98—reportedly is having trouble peddling it in that unemployment- 
ridden area of price-conscious drivers. Chicago jobbers are gradually increasing 
their ratio of housebrand over premium-grade withdrawals as more and more buy 
ers choose economy over power. 





YOUR GUIDE TO NPN PRICES 


Market barometer page Iél 
Refinery and terminal prices 162 
Key crude oil prices 163 
Tank wagon prices 164 
Gasoline consumption by states 167 


Gasoline prices for 55 cities 168 
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"FOOL-PROOF FUELING ~ 
for aircraft as 


FAST 
SAFE 
NO WASTE 


with Milwaukee Nozzle Valves 


7 ... types for both civil and military needs 





OVERWING FUELING — There’s no danger of burst- 
ing fuel line hoses with Milwaukee’s P-2050. Exclusive 
Cushion-Close mechanism eases shut-off... prevents 
damaging hammer and quick shut-off shock. 

Rugged aluminum body and bronze working parts of 
this balanced valve assure fatigue-free handling . . . easy 
opening . . . full capacity flow .. . long service life. 
And it’s U. S. Air Force approved. 

Two sizes available: 114-in. delivers 135 gpm at 2! 
pounds inlet pressure — 2-in. delivers 250 gpm at 2! 
pounds inlet pressure. 


MODEL P-2050 





UNDERWING FUELING — First choice for busy air- 
lines! And it’s easy to see why. Underwing fueling 
with Milwaukee’s P-2760 nozzle valve is fast... thrifty 
...completely safe. When engaged with plane wing 
adapter, it positively prevents fuel leakage. Special 
side-plate feature permits quick removal of strainer for 
cleaning without detaching nozzle. What’s more, the 
P-2760 is lightweight . . . easy-to-handle . . . durably 
constructed of high-tensile aluminum and bronze. 


MODEL P-2760 





SMALL AIRCRAFT FUELING — Milwaukee’s P-2038 is 
a small aluminum nozzle valve featuring dual poppet 
construction ... balanced dash pot control... quick, 
positive closure. Smooth, easy operation and mini- 
mized tube O. D. make it ideal for light executive and 
pleasure craft having a small fuel opening in the wing. 


MODEL P-2038 














WRITE TODAY 


THE MOST COMPLETE LINE OF PREMIUM QUALITY VALVES 


Additional details on Milwaukee's : Ml €€¢ VALVE COMPA 
complete line of hose nozzle valves 
will be sent on request. A subsidiary of Controls Company of America 


2379 South Burrell Street @® Milwaukee 7, Wis. 
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PRODUCTS VS. CRUDE GULF COAST 


PRODUCTS VS. CRUDE MID-CONTINENT 
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Refinery and Terminal Prices 








All prices are supplied by Platts’ Ollgram Price Service, NPN‘s as- 
seciete publicatien. Arrews indicate upward or downward movement 
of the price preceding the arrow. Prices as of July 15. Last previous 


listing: June 16. 


Motor Gasoline 


Gulf Coast Cargese: 
100 oct. prem 
oct, prem 
Soet, prem 
oct, prem 
95 oct. prem 
94 oct, prem 
92 vet 


t. reg 


70-72 oct. M 
Albany, N. Y. 
98 oct. prem 
92 oct, reg 
Baltimore, Md. 
98 oct. prem 
96 oct. prem. 
G2 oct. rez 

90 oct, reg 
Boston, Mass. 
98 oct. prem 
96 oct. prem 
42 oct, reg 

90 oct. reg 
Buffalo, N. Y. 
98 oct. prem. 
92 oct, reg 
Charleston, 8. C. 
97 oct. prem 
95 oct. prem 
90 oct, reg 

87 oct. reg 


9 5A-10 25 


Chicago, Hl 

Us ot prem 

V7 oct, prem 

96 oct. prem 

OL oct, re 

NY oct. reg 

Detroit, Mich. 

98 oct. prem 

92 oct. reg 

Houstoh, Tex. 

“7 oct, prem 

V0 oct. reg 

Jacksonville, Fla. 

97 oct. prem 

00 oct. reg 

Miami, Fla. 

97 oct. prem 

00 oct. reg 

Minneapolis St. Paul, Minn. 

08 oct, prem 16 25 
doct. reg 1S 5A 

Mobile, Ala. 

97 oct. prem 15. 1-16 

90 oct. reg. 13.1 


New Orleans, La. 
07 oct. prem 
90 oct. reg 


Norfolk, Va. 
8 oct. prem 
06 oct, prem. 
92 oct. reg 

90 oct. reg 
Pensacola, Fla. 
97 oct. prem 
90 oct. reg 


Pbhitadelphia, Pa. 
98 oot. prem. 
92 oct. reg 


Port Everglades, F 
97 oct. prem 
90 oct. reg. 


Savannah, Ga. 
97 oct. prem 
05 oct. prem 
90 oct. reg 

87 oct. reg 


Tampa, Fla, 
97 oct. prem. 
00 oct. reg 


Wilmingten, N.C. 
97 oct. prem 

95 oct. prem 

00 oct. reg 


S/ oct. reg 


Okla. (Okla. Shpt 

OS oct. prem SA s TA 

SO oct. reg 512 735A 

Onin Group 3 Northern Shot 
et. prem 

SY oct. reg 


162 


N. Tex. (Tex. * New Mex, Shpt.) 
97 oct. prem 15. 25-16 3 
95 oct. prem 15. 25-15 55 
RR oct. reg 12 75-14 3 
86 oct. reg 12.75-13.£ 
84 oct. reg 12.75-13.7 
W. Texas (Tex. & New Mex. Shpt.) 
97 oct. prem. 15.25-15 625 
95 oct. prem. 14. 875-15 
88 oct. reg. 13.5-13.75 
86 oct. reg 13-13. 25 
84 oct. reg 12.75-13 
E. Texas (Truck transport lots) 
97 oct. prem. 15- 15.75 
88 oct. reg.......13 25-13.5 
86 oct. reg 13 -13.75 
84 oct. reg 13 13.25 
Cent. W. Tex. (Truck transport lots) 
97 oct. prem . 15 
95 oct. prem. 15.125 
88 oct. reg 1 
86 oct. reg. 13.5 
84 oct. reg. 13.25 
60 oct. M & be- 
low.... 13 
Ark Fer wren to Ark. & La.) 
US oct 1! 5A 
94 oct 
2 oct 
vet 
oct 
oct 
Kans. (For Kans. destinations only) 
98 oct. prem 15-15 5A 
SY oct. reg 12.25-12.5 
60 oct M & be 
low 10. 75-11. 75& 
Western Penna.—Bradford-Warren 
94 oct. prem......14.75 
88 oct. reg.......13 
Oil City 
94 oct. prem. 14 
88 oct. reg.. 13 
Pittsburgh 
94 oct. prem......15 
88 oct. reg. 13. 
Ohie—Quotations by Sohio for 
delivery te Ohie —_ 
90 oct. reg. 
Central Michigan 
100 oct. prem. 16.75 
98 oct. prem. 16 
92 oct. reg... 13.75 
California Los Angeles District 
ack: 
98 oct. prem 
04 oct. prem 
8X oct. reg 
N4 oct. reg 
Tank Car: 
OS oct, prem 
{4 oct. prem 
SS oct. reg 
S4 oct. reg 


Tank Truck (400 gal. er more) 
96 oct. prem. 20.6 

94 oct. reg 17.4 

San Francisce District 

Tank Truck (400 gal. or more) 
96 oct. prem. 21.1 

94 oct. reg. 17.9 


Distillates & Fuels 


Gulf Coast Cargoes 

11-43 ww. kero % 625-8 875 
o, 2 fuel 8 375A 10 4 

53 57 d.i. gas oil. 8 754-10 62 

18-52 di. gas oil 

13 17 dai. gas oil 

Bunker C fuel 

Bunker C fuel 

max. 1% sulf 

Albany, N. Y. 

Kerosine, No. 1. 

No. 2 fuel 

Diesel oil, shore 

plants 

No. 4 fuel 

No, 6 fuel, no 

sulf. guar. 

Baltimere, Md. 

Kerosine, No, 1. 
do barges 

No. 2 fuel 
do barges 

Diesel oil, shore 

rg 
o. 4 fuel 
do barges 

No. 5 fuel 
do barges 


No. 6 fuel, no 


Light Diesel, 
bunkers. . . 
Meavy Diesel, 
bunkers. ..... 
Bunker C, 
bunkers 


Baton Rouge, La. 
Kerosine, No. 1. 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 5 fuel 
No. 6 fuel, no 
sulf. guar. 

do barges 
Light Diesel, 
bunkers 
Heavy Diesel 
bunkers 
Bunker C, 
bunkers. . .. 


Boston, Mass. 
Kerosine, No. 1.. 
No. 2 fuel, . . 
Diesel oil, shore 
plante sat 
No 5 fuel 

No. 6 fuel, no 
sulf. guar. 

do barges 
Light Diesel, 
bunkers 

Bunker C, 
bunkers 


Buffalo, N. Y. 

Kerosine (a). . 

Diesel fuel (a)... 

No. 2fuel (a). . 

No. 5 fuel. . 

No. 6 fuel 85 

(a) Prices of some sellers to bulk com- 
mercial consumers are 0.15¢ higher 


Charleston, S. C. 

Kerosine, No. 1... 10 

No. 2 fuel........9.7 

Diesel oil, shore 

plants 9.8 

No. 5 fuel $2. 02 

No. 6 fuel, no 

sulf. guar........$2.65 
do barges 2 

Light Diesel, 

bunkers ... 83.96 

Bunker C, 

bunkers. ..... 2.62 


Chicago, Il. 

Range oil, No. 1.. 10. 254-114 
No. 2 fuel 9. 5A-10.3 
No. 5 fuel, low 

sulfur 7.95 

No. 5 fuel, high 

sulfur 7.9-8 

No. 6 fuel, low 

sulfur 6.9 

No. 6 fuel, —_ 

sulfur. .... 6.65-6.75 


Cleveland, Ohio 

No. 5 fuel.......9° 
No. 6 fuel 8.5° 
* Delivered Cleveland 


Corpus Christi, Tex. 
No. 6 fuel, no 
sulf. guar... .....$2.38 
do barges 2.35-8.15 
Bunker C, 
bunkers. .... 2.35 


Detrelt, Mich. 

Diesel oil... .- 11.85 
No. 1 fuel. ... 11.85 
No. 2 fuel 10.85 
No. 5 fuel 8.35 
No. 6 fuel er 


Houston, Tex. 

Kerosine, No. 1. 875-11 
do barges. . 625 

No. 2 fuel 5-10.75 

9.25 

Diesel oil, shore 

plants : 625-10.75 

No. 6 fuel, no 

sulf, guar... .....$2.38-2.55 
do barges..... .$2.35 

Light Diesel, 

bunkers $3. 00V 

Heavy Diesel 

bunkers 

Bunker C, 

bunkers 


Jacksenville, Fla. 
Kerosine, No. 1. 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 6 fuel, no 
sulf. guar 
do barges 
Light Diesel, 
bunkers........ 746 


an ad Cc. 


peg Fla. 
Kerosine, No. 1. 
a oil, shore 


0. “i fuel, no 
sulf. 
do bar 
Light Diesel, 
kei 


Minneapolis/St. Paul, Minn. 
Range oil, No. 1..10.375-12.8 
No. 2 fuel 9.75-12 
No. 5 fuel, high 
sulfur. 8.9-9.4 
No. 6 fuel, ‘high 
If 7.9-8.7 
Mobile, Ala. 
Kerosine, No. 1... 11 
No. 2 fuel.......10.8 
Light Diesel, 
bunkers $4,145 
New Haven, Conn. 
Kerosine, No. 1...9.8 
No. 2 fuel.......9.3 
Diesel oil, shore 
plants 
No. 4 fuel 
No. 6 fuel, no 
sulf. guar........$2 
do barges. . 
Light Diesel, 
bunkers 
Bunker C, 


New Orleans, La. 
Kerosine, No. 1... 
No. 2 fuel. .... 
eer oil, shore 


No. — no 
oul. GUOP......00: $2.38 


de 
Light Diesel, 
bunkers 
Heavy Diesel, 


Bunker C, 
bunkers 


New York Harbor 
Kerosine, No. 1 
do barge 8 
No. 2 fuel 
do barges 
Diesel oil, shore 
plants 
No. 4 fuel 
do barges 
No. 5 fuel 
do barges 
No. 6 fuel, no 
60-2 .68 
2.57-2.65 
No. 6. fuel, max. 
1% sulf..... 2.7 
do barges... .. .$2.67-2.75 
Light Diesel, 
$3.93 
Heavy Diesel, 
en RE $3.90 
Bunker C, 
bunkers . .$2.57-2 


Norfolk, Va. 
Kerosine, No. 1... 
No. 2 fuel... .. 
Dicee! oil, shore 
plants... ae 
No. 6 fuel, no 
sulf. guar.. 

do cs. we 
Light Diesel. . . 
Heavy Diesel, 
bunkers.........$3 
Bunker C, 
bunkers......... $: 


Pensacola, Fla. 
Kerosine, No. 1. 
No. 2 fuel 
Diesel oil, shore 
plants 


Philadelphia, Pa. 
Kerosine, No. 1.. 


~ do bar 
I —_ oil, shore 


plants 

No. 4 fuel 

No. 5 fuel 
No. 6 fuel, no 


No. 6 fuel, max. 
1% sulf. 

do barges 
Light Diesel, 
bunkers. . . 
Heavy Diesel, 


bunkers.........§2.57-2.65 
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Key Crude Oil 


United States 
California 
Wilmington, 31 gravity 
‘exas 
West Texas sour, 36 gravity 
Mid-Continent 
Oklahoma sweet, 36 gravity 
Williston Basin 
North Dakota, 36 gravity 
Pennsylvania 
Bradford, flat 
Canada 
Alberta 
Pembina, flat. . 
Venezuela 
Bachaquero heavy, FOB Las 
Middle East 


Arabian, 34 gravity 





Prices (As of July 15) 


Piedras, flat 


Persian Gulf, FOB Ras Tanura 








Port Everglades, Fla. 
Kerosine, No. 1...10.85-11.4 
No. 2 fuel 10.6-11.2 
Diesel oil, shore 
plants 10.6-11.2 
No. 6 fuel, no 
sulf. guar $2 63 
do barges $2.60 
Light Diesel, 
bunkers ‘ $4.704 
Bunker C, 
bunkers. ... $2.60 
Portiand, Me. 
Kerosine, No. | 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 6 fuel, no 
sulf. guar. $2.74 
do barges $2.66 
Bunker C, 
bunkers : $2.66 
Providence, R. |. 
Kerosine, No. 1. 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 5 fuel 
No. 6 fuel, no 
sulf. guar. ; 2.73 
do barges $2.66 
No. 6 fuel, max. 
1% sult. . -82.88-2.{ 
do barges $2.81 
Bunker C, 
bunkers. $2.66 
Savannah, Ga. 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants 10.45-11 
No. 5 fuel $3.15 
No. 6 fuel, no 
sulf. guar... 2.65 
dole 2.62 
Light Diesel, 
bunkers. . . $4.746 
Bunker C, 
bunkers -. -82.62 
Tampa, Fla. 
Kerosine, No. 1. 
No. 2 fuel 
Diesel oil, shore 
plants 10.5-11.1 
No. 6 fuel, no 
sulf. guar. + 62.57 
do barges 2.5 
Light Diesel $4 662 
Bunker C, 
bunkers. . . $2.54 
Toledo, Ohio 
Kerosine. . . 12.15 
Diesel oil 10.9 
No. | fuel 11.9 
No. 2 fuel 10 ) 
No. 5 fuel. 7.75 
No. 6 fuel 7.25 
Wilmington, N. C 
Kerosine, No. 1... 10 
No. 2 fuel. .. 9.7 
Diesel oil, shore 
plants Per 9.8 
Ne 4 fuel $3.21 
Light Diesel, 
bunkers. ........$3.96 
Okla. (Okla. shpt.) 
2-44 w.w. 
kerosine 
58 & above d.i. 
Diesel 
No. 1 fue 
No. 2 fuel 8 5A-9.25 
No. 6 fuel... ....$1.85-2.10 
Okla. Group 3 (Northern shpt. 
42-44 w.w. 
keronine. . 9.5-10 
58 & above d.i. 
Diesel...... 9-10 


10.65-11.5 
10. 35-11 


10.75-11.3 


10.5-11.1 


9.625-10 25 
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No. I fuel 875-9 .625 

o. 2 fuel 25-8 875 
No. 6 fuel..... $i 20-2.00 
N. Tex. (Tex. & New Mex. shpt.) 
12-44 w.w 
kerosine LOA-11.25 
58 & above d.i 
Diesel l0A-YW 
No, 6 fuel $1.40-2.50 
W. Tex. (Tex. & New Mex. shpt.) 
12-44 w.w. 
kerosine 11-11.5 
58 & above d.i. 
Diesel... 
No. 1 fuel 
No. 2 fuel 
No. 6 fuel 
E. Tex. (Truck transport lots) 
42-44 ww. 
kerosine 
58 & above d.i. 
Diesel 
No. 2 fuel 
No. 6 fuel 30-250 
Cent. W. Tex. (Truck transport lots) 
42-44 w.w. 
kerosine ll 
58 & above d.i. 
Diesel 10.75 
No. 6 fuek ... $2.60 
Kansas (For Kans. destinations only) 
42-44 w.w 

1 5-10W 


10-10.6 


r 


kerosine 
52 & below d.i. 
Diewel 

58 & above d.i. 
Diesel 

+ 0 1 fuel. 


Ne. 5 fuel 

No. 6 fuel $1.30-1.50 
Ark. (Fer shpt. te Ark. & La.) 
42-44 ww. 

kerosine 10.375 
l'ractor fuel ll 

52 & below d.i. 


9.25 


d.i. Diesel. 9. 62£ 
No. 2 fuel 9.25 
No. 4 fuel $2.05 
No. 5 fuel ... $1.86 
No. 6 fuel $1.70 
Western Penna. a Warren 
Kerosine 2 
55 cetane Diesel 2 
No 1 fuel il 
No. 2 fuel il 
36-40 gravity fuel. 10 
Oil City 
Kerosine 12. 
50 cetane Diesel. . 11 
No. 1 fuel Ii 
No. 2 fuel ll 
Pittsburgh 
Kerosine 14-18 
50 cetane Diesel. 11 
No. 1 fued ll 
No. 2 fuel a) 
36@-40 gravity fuel. 10 
Central Michigan 
Range oil, kero- 


ine 
P. W. distillate 
No. 2 fuel 


U.G. 1. gas oil 
No. 5 fuel 
No. 6 fuel t 05 
Ohio Quotations for Sohio for delivery 
to Ohio points 
age 13.8 
No. 1 fuel 13 
No. 2 fuel 2.6 
California—Los Angeles Dist. 
Rack: 
Stove dist 
PS 100... 


6 


10.5-12 
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Diesel fuel 
PS 200 10-11.25 
$3.06 
$2.50-2.70 


Light fuel 
PS 300 


Heavy fuel 

PS 400 

Tank Car: 

40-43 w.w 

kerosine , 15.3 

Stove dist. 

PS 100 

Diesel fuel 
PS 200... 10-13.5 

L ight fuel 

PS 300 $3.05 

Heavy fuel 

PS 400... ..$2.50-2.70 

Tank Truck (400 gal. or more) 

40-43 wow. 

kerosine 18.8 

Stove dist. 

PS 100 15.5 

Diesel fuel 

*S 200.. «xan 

San Francisco Dist. 

Tank Car: 

41-43 ww. 

kerosine 

Stove dist. 

PS 100 

Diesel fuel 

PS 200 


Light fuel 
PS 300 
Heavy fuel 
PS 400.... $2.75-2.93 
Tank Truck (400 gal. or more) 
40-43 w.w. 

kerosine 19.3 

Stove dist. 

PS 100 16 

Diesel fuel 

PS 200 14.5 
Pacific Coast 

Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 

Diesel—PS 200... $4.96 
Bunker C—PS 
400 


$3.10-3.28 


$2.45 
San Francisco, Calif. 
Diesel—PS 200... $5.17 
Bunker C—PS 

400 $2.50 
Seattle, Wash. 
Diesel—PS 200. ..$5.42 
Bunker C—PS 

400 $2.85 
Mexico 

Ships’ bunkers; US dollars per bbl. o 
158 liters. 

Guaymas 

Diesel 

Bunker C 


Manzanillo 

Diesel 

Bunker C 

Minatitlan 

Diesel 

Bunker C 

Salina Cruz 

Diesel 

Bunker C 

Tampico 

Diesel 

Bunker C 

Vera Cruz 

Bunker ( 

At most Atlantic Ccsst points prices of 
some sellers for distillate fuels to bulk 
commercial consumers are 0.15¢ higher 
than prices shown 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars or pipe 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated 


FOB Greup 3 
Grade 26-70 

4 5¢ 

FOB Breckinridge, Tex 
Grade 26-70 


LP-Gas 


Producers contract prices, 
New York 

Harbor 1. 3-10.05 *a 
Philadelphia $8 

Toledo 1.5 

Houston 

ees oma 

Gr 

B ato : R ige 

hre veport 


tank cars 


‘ew Urieans 

a) Subject to 0.5¢ gal. a 

b) Subject to 1¢ gal. disc 

(*) Truck transport postil g 98¢ gal 
ess 0.5¢ gal. discount. 


Lubricating Oils 


Western Penna. 

Viscous Neutrals—No. 3 Col. Vis. at 
70° F. 

200 vis. (180 at 100°) 420 to 425 flash. 
10 p.t 

15 p.t 

25 p.t 

150 vis. (143 at 100°) 400 to 405 flash. 
10 p.t. 

15 p.t 20W 

25 p.t Ww 

Bright stocks 

145 te 155 vis. at 210, No. 8 Co. 

10 p.t. 

15 p.t aw 

25 p.t 22V 

Cylinder stocks 

600 s.r. filterable 

650 s.r. 

600 flash 

630 flash 

Mid Centinental 

FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210° neutrals, 
vis. at 100° 0-10 p.p 

Bright Stock—Conventiona 

200 vis. D 

10-25 p.p 23 

150-160 vis. D 

0-10 ‘PP. 21 

10-25 p.p 20.5 

120 vis. D 

0-10 p.p 20 

Bright Stock—Solvent 

150-160 vis. 

0-10 p.p., 95 v.1... 23-2 
Neutral Oils—Conventional— Pale Oils 
60-85 vis. 

No. 2 col. 14.75 

86-110 vis. 

No. 2 col 15 

150 vis. No. 3 col. 16.5 

180 vis. No. 3 col. 16.75 

200 vis. No. 3 col. 17 

250 vis. No. 3 col. 17.5 

280 vis. No. 3 col. 17.75 

300 vis. No. 3 col. 18 

Neutral Oils—Solvents—95 v.1. 

170-180 vis. 19 25 20.25 

200-210 vis 19 5-20 5 

300 vis 20.5-21.5 

Cylinder Stocks 

600 s.r. olive 

green 17.5 

Gulf Coast 

Solvent Refined Oils from Mid-Con 
tinent grade crude: FOB ship at Gull for 
export 

Bright Stock, vis. at 210 

156-160 vis. 

0-10 p.t., 95 v.i...24 

Neutral Oils—Vis. at 100; 95 v.i. 0-10 p.t 
100 vis 20 

200 vis 

100 vis 

500 vis 

Seuth Texas 

Vis. at 100° F., FOB S. Tex. refineries for 
fomestic and/or export shipment 


Pale Oils 


200 vis. No 
2-3 cols. 
300 vis. No 
2-3 col 
500 vis. No 
2 ol 
750 vos "Ne a) 
$4 col 
1200 vis. N 
s-4 col 
200 vis. N 
4 col 
Red Oils 
100 vis. } 
5-6 col 
200 vis. Ne 
5-6 eol 
OO vis. Ne 
5 6 col 
500 vis. No 
5-6 col 
750 via. No 
5 6 ol 18 25 
1200 vis. No 

18.75 


19.25 


Aviation Gasoline 


Gulf Coast Cargoes 
irade 115/145 
we 110/130 
rade 91/06 
Houston, Tex. 
irade 100/140 
Continued on next page) 


REFINERY AND TERMINAL PRICES 





New York Harbor 
(Continued) New York Domestic Lily white 2! V.M. & P. 


Goiet®........ 124-30 white Cream. ........-7.625-7.7! naphtha........ 
Soft yellow. ... § Mineral spirits . 

New Orleans, La. crude scale. . 8.6 Light amber. . 75-6 

Grade 100/130 | . os 3 ‘ Philadelphia, Pa. 
Fully refined Amber........ ‘ ’ : 

Cirade 91/96... 12%-133 9 08 Red - V.M.&P. 

Grade 80 SWEET. 09 einted 7 naphtha 

New York, N. Y. 135-145 .- 9.05 Mineral spirits 

Grade 100/130. ..20 05 149-151 10.55 J t F | Providence, R. I. 

nae 96 i. 4 New York Export e ue Mineral spirits 

ira 8 05 4.2 

— 124-30 white Gulf Coast Cargoes FOB Group 3 

JP-4 


“ sige —— Stoddard solvent. 1/ 
Paraffin Wax riny comes Cleaners naphtha. 13. 
° 5 V.M.& P. 
30-16 Naphthas & 

aplith 3.875 
Western Penna. (t.c. in bulk) 135-145 ap as naphtha 7 
r4 
ao 


) , Mineral spirits 78 
1368 AMP white Rubber solvent 7 


- 3.8 

crude scale 6.25 Solvents Lacquer diluent 125-14. 375 
Atlantic Seaboard Pp t | t Benzol diluent. . . 15. 125-15.625 
Melting points are AMP, 3° higher than e ro a ums Baltimore, Md. . 


ore Western Penna. 
MP. Prices for carload lots. Domestic Western Penna, Mineral spirit Oil City: 
prices FOB refinery ; seale in bags or bbls.; Bbls.; carloads; tank cars, 2.25¢ less. Boston, Mass. Stoddard solvent. 18 
fully refined, slabs loose. Export prices st V.M.& P. 
AS; scale in bags or bbls; fully refined Snow white 8.625 naphtha 5 Pittsburgh: 


in bags or cartons Soft white 8.25 Mineral spirits 1 Stoddard solvent. 18 














e 
Tank Wagon Prices NPN Gasoline Ind 
Dealer T.W. Tank Car 
(cents per gal.) 
July 15 . 16.24 12.84 
Prices for gasoline do not include taxes; they do however, include inspection fees, Month ago : . 16 31 12.65 
“ar Seeks 6.37 13.45 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate Year ago 16 15 
Dealer index is an average of dealer tank wagon prices ex tax in 50 cities. 
Tank car index is weighted average of following wholesale markets for regu- 
lar-grade gasoline, FOB refineries or terminals: Oklahoma, Chicago District, 
levied are indicated in footnotes. Discounts if any, are shown in footnotes. These prices Minneapolis-St. Paul, Western Pennsylvania, California, Philadelphia, Jack- 
sonville, Boston, and Gulf Coast. 


column include 3¢ federal and state taxes; also city and county taxes as indicated in 


footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where 


in effect July 15, 1958, as posted by principal marketing companies at their headquar 


ters’ offices, but subiect to later correction 


Socony Mobil 











Mobilgas Gasoline 
(Regular) Mobifuel Mobilheat 
Dir. Cons. Gasoline *Mobil Kerosine Diesel *(No. 2 Fuel ) 
T.W Ww. Taxes C. Yard we. Cc. Ww. Cc. Yard 
New York City 
Manhattan 0 
Bronx 0 10.5 
Kings 0 10 
Queens 0 
Richmond 0 
Mt. Vernon, N 0 
Albany 0 
Binghamton 0 
buffalo 0 
Jamestown 0 
Plattsburg 0 
Rochester 0 
Syracuse 0 
Bridgeport, Conn 0 
Danbury 5 5.4 9.0 
Hartford $y 5 9.0 
New Haven 5.4 9.0 
Jangor, Me 2.{ 10.0 
Portland 3 5.4 10.0 
Boston, Mass 5.§ 8.5 
Concord, N. H 5 1.0 
Manchester 9.0 
Portsmouth 15 f 0 
] i) 
q 


mpg gg sd a sss 


Providence, Rt. I 0 
Jurlington, Vt. 5 
Rutland 


*( 


it.7 11.7 
5 11.9 
om, cons, t.c. prices 0.15¢ higher 
Taxes: \\C prices are ex 3%, city sales tax racuse prices ex 2°, city 
Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & 
of 800 gal or more 
Notes: Premium-grade t.w, prices 3.5¢ above regular. Jamestown t.c 


2 ales tax, 
Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobi!fuel Diesel—All points, t.w. less 0.5¢ for deliveries 


prices are delivered, all other t.c. prices FOB bulk terminals. 


5 Fiuorescent or 
r solvent extracte 
additive lube oil 
NONE SETTER - 
Petroleur ors 
PATENT CHEMICALS, 


INCORPORATED 


30 E. 40 St., N.Y.C. EV 8-4100 Paterson 4, New Jersey PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 


Marketer of Petroleum Products Maine to South Carolina 


NEW ENGLAND PETROLEUM CORPORATION 630 FIFTH AVENUE, 


NEW YORK 20,N.Y. 

















New York Sydney, N. S. Boston 














NATIONAL PETROLEUM NEWS * August, 1958 





. 7 . . . 
Atlantic Refinin Im erial Oil (Prices are per imperial gal; to arrive at price per U.S 
g p gal, subtract 1/6th). 
8s nace 
Atlantic Gasoline (Regular ) Kerosine & ’ Esso Gasoline ome ey oa 
ns. No. 1 Fuel Regular) Gasoline Kerosine (No. 2 Fuel) 
: : T.W. Taxes T.W Dir. T.W. Taxes T.W. T.W 
Philadelphia, Pa......... ; 15.7 8.0 14 92 9 17 ? 
Reading ~ { 15.9 0 1 2° 9 
Allentown. ..... 5.5 16.0 0 l 
Harrisburg. 5.! 16.0 0 1 
Wilkes-Barre § 16 0 1 
Williamsport 5 16 0 1 
l 
l 
1 
l 


S$: 


St. John’s, Nfld 
Halifax, N.S 
St. John, N.B 
Charlottetown, P. KE. I 
Montreal, Que 
loronto, Ont 
Hamilton, Ont 
Winnipeg, Man 
Brandon, Man 
tegina, Sask. 
Saskatoon, Sask 
Calgary, Alta 
Kdmonton, Alta 
Vancouver .B. ¢ 


IIS > > 


Pittsburgh f 16 0 
Altoona f 16 0 
_ Pre ee f 16 0 
Greensburg. . . . ; f 16 0 
Wilmington, Del. - 5.4 15 0 
Hartford, Conn ea 5 15 0 
New Haven.... : 15 0 
Boston, Mass ; 15 
Springfield ; 
Providence, R. I 
Camden, N. J 
Newark... 
Albany, N. Y 
Binghamton. 
Buffalo 

Elmira 
Rochester 
Syracuse 
Watertown 
Baltimore, Md 


4 
4 
4 
4 
4 


» 
) 
) 
) 


Oo POOSCNSA DN See 
HOHOOewneocenwowwac 


I 
Notes: Premium-grade t.w.—Nfld., N.S 
Man., Sask., Alta., B.C., 4.5¢ above regular 


Indiana Standard 


I’stablished tank wagon prices are shown belov 
in one or more localitie 


Taxes: Gasoline taxes are provincial taxes 


SOO me OO m8 


INNINGS Kee 


Red Crown Gasoline Standard 
Richmond, Va. Regular Furnace Oil 
Charlotte, N. ( ‘ Dir Cons. Gasoline Kerosine 1-99 100 gal 
Jacksonville, Fla at T.W. T.W. Taxes TW gal & over 
Miami ° ee . i 


— bo 


Chicago, Ill 16.6 18 6 7 15.1 
Heavy Fuels South Bend, Ind 16.9 18.4 
Philadelphia No. No. 6 corsa Sy on OO ala 
; 7.88 tag 
Notes: Premium-grade t.w prices 3.5¢ above regular. Kerosine St. Le ’ 
for t.w. deliveries under 100 gal at one time. Camden—Add 1¢ for Wichita, Kansas 
gal, 2¢ for under 100 gal Omaha, Nebr 
Fargo, N. D 17.6 
Huron, 8. D 
Milwaukee, Wi 17.0 


foines, lowa 


a) See bel l 


w for prices on larger quantitic b) 15.4 
Standard Furnace Oil Stanolex Fuel A Stanolex Fuel C 
100-399 400 gal 1-749 7£0 gal 1-749 750 gal 
gal & over gal & over gal & over 


Esso Standard Chien = ar ae ee 


Esso Gasoline Standard Furnace Oil 
(Regular) Kerosine & 100-174 100-349 175 gal 350 gal 
‘ Gasoline No. 1 Fuel No. 2 Fuel aah gal ; & rhe: & over 
Taxes T.W. T.W. Mr t. Pau 15 5 148 
Atlantic City, N. J q 15.7 8.0 13.6° 13.1 Milwaukee 15.0 
Newark 4 5.7 s 0 13. 6° 13.1 - 
Baltimore, Md 5A : 90 3 WP nay 
Cumberland } ) 0 , - 


fi re apl 
Washington, D. ¢ f ; 0 ‘ or vi 
ashington, | ‘ } Discounts 


TANK WAGON PRICES 


5 840 


Danville, Va ,0 1 
Petersburg 5 d 0 ) 13 — 

Norfolk 5 5.9 0 0 | »« 

Richmond 5S 0 1 ; 

Roanoke 5. ,0 l 15 

Charleston, W.Va IB | Standard of Cal. 

Fairmont 5 9 ) 15 ¢ 

Parkersburg 5. ) 15 Standard 
Wheeling I Chevron 

Charlotte, N. ( 5% | 14 ¢ 13 9 Chevron Gasoline Diesel Furnace Stove 
Hickory 5.7 J Regular Taxes Kerosine Fuel Oil Oil 
Mt. Airy 15 | ! il 17.¥ 10 1 M5 15 ) 
Raleigh 5 ! I ; ‘ ngele 17.4 V0 8.8 14.0 10 

Salisbury 5.6 6 ‘ resno I 10 I I 

Charleston, 5. ¢ 5 , 

Columbia 

Spartanburg 

New Orleans, La 

Baton Rouge 

Alexandria 

Lake Charles 

Shreveport 

New Iberia 

Knoxville, Tenn 

Memphis 

Chattanoog 14.9 

Nashville : I j 15 Taxes: Hor 

Little Rock, Ark 5 5 15.4 Hawalian gr neome t 

Notes: kor other d 


liar 


lantit 1 


*Prices apply for ker 


vavy Fuels nl 
4 Fuel No. 6 Fuel 

Newark, N. J y $3.23 
Baltimore, Md { 
Washington, D. C. 1,050 gal minimun \ 1 

Taxes: Louisiana ker e prices do not 

Note: Kerosine/No. 1—Atlantie City price re 
add 1¢ for 100-299 gal.Q2¢ for less thang lOO gal. Pret 


regular Continued on next page 





foFigure use our FAST, EASY-TO-READ 


PETROLEUM CALCULATOR CARDS 
ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. [FREE Description on Request | 


DEGREE DAY SYSTEMS 39-30n 58th st. WOODSIDE 77, N. Y. TWining 8-6666 
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Get in the swim with True 


a Luxury Driving 


ce» 


» 








rt 
CITIES © SERVICE 
| ‘ 


Come join the thousands of Cities Service 
Dealers and share the profits of today’s most 
unique and outstanding gasolene advertising. 

Cet al share of the crowds of new customers 
attracted to Cities Service stations by the 
compelling theme of True Luxury Driving, 
plus true economy, too, It all awaits you as a 
Cities Service Dealer or Distributor. 

Unafraid to be different... willing to scrap 
old ideas for new and better ones... Cities 
Service is now growing at a faster rate than 
the oil industry itself. 

Powerful advertising is but one of many 
factors. You'll also find that Cities Service is 
at your service with widely publicized assist- 
ance in bookkeeping, credit, taxes, and station 
promotion, to mention just a few. 

Yes, the growing’s great in ‘58—and there’s 
an important place for you as a Cities Service 
Dealer or Distributor. Write: Cities Service 
Oil Company, Sixty Wall Tower, New York 
5, New York. 
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Ohio Standard 


Sehie X-Tane Gasoline 


(Regular Grade) 


Consumer 
Ve ~y S.S. 
20 


18 { 
18.§ 
20.¢ 
20.¢ 
20.% 


Resellers 
Akron 16 
Canton. . 
Cincinnati 
Cleveland. . 
Columbus. . 
Dayton.... 
Lima = 
Mansfield... 16 
Marion 16 
Portsmouth. 16 

ol ledo..... 15 
Youngstown 16. 
Zanesville... 16. 19 


Netes: Kerosine, Nos. 1 & 2 


4 
14 
16 
16 
16 


— 
> 
Se ee 
: See 
SeOCeeeeacoeaocoro-a” 


Gasoline Kerosine 


G2 G2 Go Go GD Go GD GOD aD Gao 
ODO OR Ww DW OO. 
CW moO DOR OW Oe 
a 
ee Be Res Bote 


Fuels—Pric es are for 100 gal or more; for 50-99 gal, add 


I¢; 1-49 gal, add 2¢. Premium- grade prices: consumer t.w. & 8.8. 4¢ above regular, re- 
sellers 3.5¢ above regular. 8.5. prices are at company-operated stations 





Humble Oil 


Gasoline 
(Regular) Kerosine 
T.W. Ret. Taxes T.W. Ret. 
Dallas. 


-154 209 8.0 14.3 18.5 
Fort 


Worth..15.4 
Houston. 15.4 


Texas 


20.9 8.0 
20.9 8.0 


14.3 
14.3 


18.5 
18.5 


San 
Antoniol5.4 20.9 8.0 14.3 18.5 


Notes: T'.W. prices are to all classes of 
dealers & consumers. Esso Extra t.w. 

joes 2.5¢ above regular; Golden Esso 

ixtra 2.5¢ above Esso Extra to contract 
dealers only. 


Kentucky Standard 


Crown Gaso- Kero- 

Gasoline line sine 

T.W. Taxes T.W. 

Atlanta, Ga. 16.9 9.5 15.7 

Birmingham, 
Ala. 


Jackson, Mise. 
Jacksonville, 


11.0 5.6 
10.0 5.9 


ae 16 10.0 15.7 
Louisville, Ky. 16.7 10.0 15.9 
Taxes: Birmingham gasoline taxes in- 
clude 1¢ Jefferson County tax. Kerosine 
taxes not included in prices: Georgia |¢; 
Mississippi, 0.5¢. 


8 
17.0 
6 








Gasoline Markets 








Gasoline Consumption 


Alabama 
Arizona 
Arkansas 
California 
Colorado 


Connecticut 
Delaware 

District of Columbia 
k lorida 

Georgia 


Idaho 
Illinois 
Indiana 
lowa 
Kansas 


Kentucky 
Louisiana 
Maine 
Maryland 
Massachusetts 


Michigan 
Minnesota 
Mississippi 
Missouri 
Montana 


Nebraska 
Nevada 

New Hampshire 
New Jersey 

New Mexico 


New York 
North Carolina 
North Dakota 
Ohio 
Oklahoma 


Oregon 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 


Tennessee 
Texas 
Utah 
Vermont 
Virginia 
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Continental Oil 


(N.B. Prices are Continental’s tank 
wagon prices. Current selling prices may 
vary from those shown because of local 
conditions). 


Gasoline Gaso- 
T.W. 
(Regular) Taxes 


17.5 


Denver, Colo. 
Grand June- 


tion 
Puebk 


) 


Casper, Wyo 


Cheve 


nue 


Billings, N 


Butte 


font 


Great Falls 


Helena 
Salt Lake City, 


Uta 


h 


Twin Falls, 


Ida 


10 


Albuquerque, 
N.M 


Roswe' 

Santa 

Musk¢ 
Oks 


Fe 


mee, 


Oklahoma 
City 


Tulsa 


Taxes: 


city taxes; 


Gaso 


Conoco 


20 
18 


18.3 


18.! 


19 


20.! 


19 


20.¢ 


19 


21 


18 


Kero- 
sine 
T.W. 
0 17.7 


line 


20 4 
18 
17.9 
18.7 
21. 
23 
23 
23 


19 


18. ¢ 


16 
16 
16 


line 


05° 5 
05° 9.5 15.5 


taxes include the: 


Santa Fe, Cheyenne & Casper. 1¢ 


se 


Albuquerque & Roswell, 0.5¢; 


Discounts: Sait Lake & Twin Palls 
gasoline prices apply for deliveries of les 
than 200 gal; 200-399 gal, deduct 0.5¢ 
400 gal & over, deduct I¢ 


Notes: Premium-grade t.w. prices 3.5¢ 
above regular, except Utah & Idah« 
premium grade 3.0¢ 

*Prices apply to dealers and consumers 
except Oklahoma poimts 
pric. is 1¢ higher 


Texas Company 


Fire Chief 
Gasoline 
Regular) Gaso- Kerosine 
Dealer line Dealer 
Taxes T.W 
143 
14.3 
14.3 


where consumer 


15.4 
15.4 


Dallan, lex 8 
x 
16.8 8 
x 
& 


Ft. Worth 

Wichita Falls 

Amarillo 

Tyler 

El Paso 

San Angelo 

Waco 

Austin 

Houston 

San Antonio 

Port Arthur 
Notes: T.W 

deliveries; they apply to dealers & con 


16 { 14: 
16.8 14.3 
18 6 15 7 
16 14 4 
15 143 
16 143 
15 14.3 
15 14.3 
16 14.3 


prices are for min. 50-ga 


Premium-grade t.w. prices 3.5¢ 


Kl 


summers 


above regular, except Paso. 2.7¢ 


higher 


by States, January 1958 


American Petroleum Institute Figures 


December, 1957 
Gallons 


77,160 


16 
16 
145 


673 
045 
793 


,170 


316 
104 


53,416 


7,460 
5,009 


5, 526 


249 


OOO 
OOO 
O00 
000 
OOO 


OOO 
000 
000 
000 
000 


000 
O00 
, 000 
O00 
000 


O00 


72.000 


702 
4) 
O44 


= oR? 
167 


N73 


000 
O00 
000 


000 
000 
000 
000 
000 


OOO 


5, 000 
797 ,000 


000 


OOo 
OOo 
OOO 


21.000 


January 1958 
Gallons 


Month of 


4 


579 


14440 
150) 
49,149 


it 
56 


1 


4 


18 


140 


7 076 
5 003 


648 


903 
647 


January 1957 


Gallons 


000 
O00 
OOO 
OOO 
O00 


OOO 
OOO 
O00 
OO 

000 


(un 
Ooo 


, Oo 
7.000 


OOO 


Onn 
000 


000 


5 OM 


2.000 


O00 


7, 000 


1. (MM 


000 
OO) 
(i) 
OU 


000 
O00 


GASOLINE MARKETS 





(American Petroleum Institute Figures) 
Tax Ratet - - —-—— - Month of - ————_——— 
January December, 1957 January 1958 January 1957 
Cents Gallons Gallons Gallons 

Washington 61% 72,958,000 73,618,000 55,541,000 
West Virginia 6 41,528,000 46,428,000 , 397 ,000 
Wisconsin 6 93,076,000 92,067 ,000 55,541,000 
W yoming 5 11,182,000 10,692,000 371,000 


lotal 47 States and District of Columbia 547 , 436,000 , 358,561,000 4,328,653 ,000 
Daily Average 146,691,000 140,599 , 000 139,634,000 
Change from previous year 

Potal Change +29, 908 , 000 

Percentage change in Daily Average +0. 69% 


| These are State tax rates per gallon. In addition there is the Federal Tax of three cents (3¢) per gallon 
*Gasoline tax decreased one cent (1¢) Jan. 1, 1958 

r) Revised 

a) Not available at time of publication 


G li p . t U S Ci . 
Cleveland, Ohio 16.10 
asoline Prices for 55 U. S. Cities Cleveland Ohio 1.10 
Indianapolis, Ind 10.70 
Chicago, Ill 16.60 
Detroit, Mich. 1-14.30 
Milwaukee, Wisc 00 
Cities 5.5 
Service Tax Service Soy 7 wane A7 ro 
Dir. T.W. Station incl. 3¢ Station Huron, 8. D 70 
ex tax federal (incl. tax Omaha, Neb 5 40 
Average | d-15 21.37 i- 8 04 d-30. 31 Des Moines, la -16.30 
Portland, Me, i: 17.90 00 d-27.90 St. Louis, Mo 5.20 
Manchester, N. H f 19.90 00 00 Wichita, Kans 5 60 
Burlington, Vt 7 23.90 50 -33. 40 ulsa, Okla 5.30 
Boston, Ma Ik 40 50 26.90 Little Rock, Ark 5.40 
Providence, KR. | ; 17 90 00 90 New Orleans, La 3.90 
Hartlord, Conn , 16.90 00 5.90 Dallas, Tex 5.40 
Huffalo, N.Y f 21.7 7.00 28 70 Houston, Tex 5.40 
New York, N.Y 5 25 00 00 Kl Paso, Tex 60 
Newark, N. J ; 17 00 5 W Albuquerque, N. M 90 25 9. 50* 
Philadelphia, Pa 5 19 00 90 Denver, Colo 7.50 23.§ 9 00 
Wilmington, Del f 1W 00 7 00 Cheyenne, Wyo 50 25. 9 00** 
Jaltimore, Md 5.3 20 | 00 9 90 Great Falls, Mont 410 26 00 
Washington, D. 5 20 | 00 20.90 Boise, Idaho 20.20 25. 9.00 
Charleston, W. Va 5 20 00 90 Salt Lake City, Utah 70 23.4 9 00 
Norfolk. Va ‘ d-13 OO 22.90 teno, Nev 20.30 27 9.00 
Charlotte, N ‘ d-18 00 0 Phoenix, Ariz 9.10 24.§ 00 
Charleston 5 21 00 31.40 Los Angeles, Calif 7.40 -20.§ 9.00 
d-21 50 00 San Francisco, Calif 7.90 -23 .§ 00 
00 23.90 Portland, Ore 50 24.§ 00 
oor* 31 40 Seattle, Wash 60 -2' 9 50 
00 31.80 Spokane, Wash 20.80 i 9 50 
OO x UO 
00 5 90 "Includes 0.5¢ city tax. **Includes 1¢ city tax. ***Includes 1.5¢ city tax. 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes 
in 55 representative 3. cities on July 1, 1958 as compiled by National Petroleum 
vews are shown below, Figures are in ¢ per gal.; (i) and (d) indicate increase or decrease 
as Compared with June 1, 1958. Tax col. indicates only motor fuel taxes levied as such 





The Best | 
-Tl T [E Quick C Satins — 


: Market Place 
can make all these claims 
Write today for Advertising 
Superior quality , — <e Space Rates 
—precision machined 
Uniform wall thickness : - % NATIONAL PETROLEUM NEWS 
—no weak spots yy ia 330 West 42nd St., 


Extra heavy reinforcing rim New York 36, N. Y. 








Larger diameter cam ears 
for longer service life 





Extra 
Hi-Strength Stainless 
forged Steel pins 
handles —greater 
—greater safety and 
economy longer 
service 
Uniform heavy wall thickness @ SOLVENT NEUTRALS 
—no weak spots AND BRIGHT STOCKS 
meg @ MULTI-PURPOSE OILS 


Recess retains gasket / sy erior quality @ CYLINDER STOCKS 
in coupler and assures —precision machined 
proper placement —eecurate tolerances KERR-McGEE OIL INDUSTRIES, INC. 


'06N Kohinson + Phone RE 9.0611 « Oklahoma City 





EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 
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now! 


ANEW OPERATOR 





by the originators 
of cable control in 1933 
for truck tanks* 


Now, Philadelphia Valve offers a new cable control 
operator which is more compact, more rugged and 
weighs only half as much as our previous model. 
Side frames are of heat-treated aluminum with steel 
cross braces. Levers are of malleable iron, shorter 
and heavier in section, with oilless bronze bearings. 
Malleable iron offset links can be attached to either 
one of two holes providing cable movement of 1% 
in. for older types of emergency valves or 2 in. for 
newer larger valves. 





Other outstanding features of this new 











operator include the following: 


@ Fusible link that will melt in case of fire, permitting a spring 
loaded trip mechanism to close the valves. 


Provision for manual tripping from two or more remote points 


The end frames are provided with slots so that the operator can 
be converted into a selective type simply by adding a slotted bar 
that slides into the slots 


Adaptable to pulley operation when desired (ball bearing pulleys 
are available) 


In any size frame from 1 to 10 compartments (5-compartment 
operator is only 81/8 in. wide x 103/16 in. deep x 1511/16 
in. high and weighs only 14.4 Ib.) 











Operator can be mounted in any convenient position. 


Send for detailed information and prices U.S. Patent No. 1,932,972 





PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 


COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES11,CALIF. 
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“Teaming with 
and as boss | 


BILL GRAY enjoys a good living. He’s 
been a successful Texaco Dealer in Los 
Angeles for 25 years. He worked in a 
at NN ad clothing store back in the grim depres- 
BILL GRAY GETS PROFITABLE BONUS sion days of 1932. 
BUSINESS from out-of-state motorists who carry ‘6 ‘ . my 
Texaco Credit Cards. “Texaco customers in all 48 I was determined to be my own boss, 
states make it a point to stop at Texaco stations along he says. “T had seen too many good men 
the way when they hit the road,” he says. — . 
ee ne eee lose their jobs through no fault of their 


Bill is greeted by his wife as he returns from work. The Grays take an active interest in local civic affairs. 


‘ 


7 2 * 
y? ' 


4 


3 be at ‘ “¢ “~. 4 
gu wrayt > 
ABTS | 
“ . on a *%. 
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‘Texaco gave me a solid future, 
have real job security” 


own. When you’re the boss, you have con- 
trol over your future. With Texaco, this 
means a stable, growing income. 

“T chose Texaco because Texaco prod- 
ucts are sold nationally—and are highly 
regarded by motorists. You’d be sur- 
prised at the extra bonus business we get 
from out-of-town Texaco customers. 
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says Bill Gray 


“The Texaco people are my business 
counsellors — an invaluable asset in this 
competitive age. And Texaco’s year- 
round advertising and promotion sup- 
port, in addition to their leadership in 
quality products, has been important to 
my success. I like to do business with 
Texaco.” 


Prosperous Dealers insure 


Suecessful Distributors 


6 reasons why both prosper with Texaco 


The best petroleum products, known and accepted by car 
owners in all 48 states. Continuous research and development 
insure that TEXACO will always have outstanding products. 
The best and biggest national advertising program... con- 
stantly selling TEXACO Dealers to car owners everywhere. 
The best point-of-sale promotion material to help bring cus- 
tomers in and bring them back! The best customer credit 
card — in fact, the only petroleum credit card honored under 
one sign in all 48 states...and in Canada, too. The best 
retailer policy—TE XACO cooperates with 
its dealers in the marketing of nationally- 
advertised and accepted TBA products. 
The best opportunity to cash in on 
“touring” business because TH XACO 
customers at home like to stop at TEX ACO 


TE fac Oo 


stations when on the road. This means you 
have 38,000 other TEXACO Dealers help- 


ing you. 


THE TEXAS COMPANY 


A SOLID FUTURE is one of the advantayes of being a Texaco 
Distributor or a Texaco Dealer. Proof: 683 of our Distributors have 
been with us for 20 years or more some as long as 45 year 
20,096 Texaco Dealers have been with us for 10 years or more 
some more than 45 years. There may be an opportunity for you in 
the Texaco family. Get in touch with the Texaco Division Office 
nearest you. 


DIVISION OFFICES: Atlanta, Georgia; Boston 16, Massachusett 

sguffalo 5, New York; Butte, Montana; Chicago 4, Illinois; Dalla 
2, Texas; Denver 3, Colorado; Houston 2, Texas; Indianapolis 1, 
Indiana; Los Angeles 5, California; Minneapolis 3, Minnesota; New 


Orleans 16, Louisiana; New York 17, New York; Norfolk 2, Vi 
ginia; Seattle 1, Washington. 





New 


Wheaton ¥% 


“Multiple” 
Valve 


Wheaton Type 435 
“Multiple” Valve 


~ 


EERE EEEEEEQ, 


as 
ae 





Cross-section view of ‘Visi-Flow’ Faucet installation 


= trucks and trailers can be unloaded in considerably less time by 
using this new Wheaton Type 435 “Multiple” Valve, which features a 
“Visi-Flow” Faucet. 

Fast flow with full drainage 
As shown in the cross-section drawing above, this “Visi-Flow” faucet 
Wheaton Type 480 is low in elevation and is set at an angle, so that the valve provides high- 
“Multiple” Valve speed unloading for full load drops, or compartment by compartment with 


° full drainage and no contamination. 
46 ” 
Wheaton “Multiple’’ Valves 
are custom built By simply looking through the glass of the faucet, the operator can tell 
to your precise needs when a compartment is emptied in unmetered deliveries —a tremendous 


time-saver! 

The “Visi-Flow” Faucet is equipped with an “Ever-Tite” Adapter out- 
let, or with a male threaded adapter. The faucet wrench can be locked 
open, and can be obtained with a fusible insert. 


Simplifies unloading 


Wheaton “Multiple” Valves meet all of 
your needs for fast-flow, flexibility and 
safety by providing 
A big advance in manifolds 

The new Wheaton Type 435 is a simple, compact valve that eliminates 
pipes, flanges, nipples and gate valves, and has a smaller overall projection 
than other manifold valves. 

Give your trucks and trailers the advantages of this new Wheaton 
The MODEL you want: any arrange- Valve — with exclusive features that make it one of the most important 
ment to meet your requirements for flexi- advances in manifold design. Send today for full details. 


bility and simplicity WHEATON BRASS WORKS, 130 SPRINGFIELD ROAD, UNION, N. J. 


The DESIGN you want: to meet your Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, 


The ENGINEERING you want: excep- 
tional lightness, greater through area, less 
pressure drop, uniseam construction, non 
corrosive trim 


needs —square, split or selective—in alu- Storage Tank Fittings and Truck Tank Equipment for the Petroleum and Chemical Industries. 


minum, steel or stainless steel Foreign Manufacturers 
Emco Limited, London, Ontario, Canada + Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Emco G.m.b.H., Allendorf KRS Marburg/Lahn, Germany 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


Multiple Valves by Whe at on 


01938 w.8.W the best by every standard 
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GP Changes Marketing Lineup 


Moves follow reshuffle 
by parent company 


HARRY J. PECKHEISER is the new 
vice president and director of marketing 
at General Petroleum Corp., succeeding 
Baxter F. Ball, recently named general 
sales manager of the parent Socony 
Mobil Oil Co. (July, p104). 

Peckheiser joined Socony in 1934 as 
a service station salesman and became 
manager of the accessories division and 
the household specialties department. He 
was a manager of the Pontiac, Mich., 
district and in November, 1955, became 
manager of the central region’s White 
Star division. 

Peckheiser was named manager of the 
White Eagle division at Kansas City, Mo., 
in December, 1956. When the White 
Eagle division was split last spring, he 
was named Kansas City division mana- 
ger. George H. Priggen, assistant mana- 
ger at Kansas City, succeeds him. 

Clyde W. Port is general sales manager 
for GP. He joined the company in 1939 
and was named Southwest division mana 
ger in 1956. Before that he was manager 
of automotive sales for White Star in 
Detroit. 

H. J. Byers, former manager of the 
central division, succeeds Port in the 
Southwest division, which covers south 
ern California and Arizona. 

William M. Frizell moves to manage 
of the central division comprised of 
northern California, Nevada and Utah 
with headquarters in San Mateo. He 
was manager of the San Bernardino dis- 
trict. 

J. A. Simpson becomes manager of the 
Northwest division of Oregon, Idaho and 
Washington, succeeding C. W. Ellis, 
named to the new post of sales manager 
for Oregon. Ellis will also handle heat 
ing oil sales for the division. 

Ragnar Giske succeeds Simpson as 
sales manager for the central division. 


Harry J. Peckheiser 


Clyde W. Port 


A. E. Horn, Jr., takes over Giske’s former 
post of sales manager for Washington 

Frank Kirkman, Utah-Nevada district 
sales manager, becomes manager of the 
San Bernardino district. W. W. Alving, 
San Joaquin district sales manager suc 
ceeds him. R. H. Boeke, sales repre 
sentative in Sacramento succeeds Alving 





NEWS NOTES... 


W. R. Mendenhall holds the new post 
of assistant manager, crude oil, natural 
gas, liquefied petroleum gas, and natural 
gasoline sales at California Co. in Perth 
Amboy, N. J. He moves to California 
Co. from his post as special representa- 
tive for California Crude Sales Co., 
another Standard Oil Co. of California 
subsidiary, also in Perth Amboy. 

* 

Harry A. Baldwin, vice president of 
Arrow Gasoline Co., was re-elected presi- 
dent of the Chicago Gasoline Jobbers 
Assn. Also re-elected were: Robert G. 
Atkinson, Clark Oil & Refining Corp., 
vice president; Karl D. Friend, K. Friend 
and Co., secretary, and Harry Paktor, 
Public Bulk Stations, treasurer. 


E. J. Case, sales manager for Bankline 
Oil Co., Los Angeles, was elected a vice 
president of the company 

° 

Merritt Magee, vice president and 
director of Tiona Petroleum Co., Phila 
delphia, has retired after 50 years in the 
industry, the last 35 with Tiona 

. 

Roy E. McDaniel, division manager 
for Esso Standard Oil Co., was elected 
chairman of the Virginia Petroleum In 
dustries Committee. Harry M. Dawson, 
Virginia Crown Central 
Petroleum Corp., is the new vice chair 
man. The association celebrates its 25th 
anniversary this year. 


manager for 
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About Oil People 





P. G. Drew, Shell Oil Co.'s special 
assistant to the general manager of the 
head office marketing departments, 1s 
now on special assignment to the staff 
of the vice president in charge of West 
Coast marketing divisions. H. S. Eustis, 
sales assistant to the vice president in 
charge of east coast marketing division, 
succeeds Drew. C. L. Towers, Jr., opera 
tions manager of the Indianapolis market- 
ing division succeeds Eustis 

R. L. Geraghty, formerly manager of 
the head office marketing administrative 
office, is now assistant to the general 
manager of head office marketing depart 
A. T. Bartlett, sales manager of 
division, 


ments 
the Cleveland 
Geraghty 


succeeds 


7 

J. Verne Resek of Industrial Combus 
tion. Inc., Milwaukee, Wis., has been 
named president of Oil-Heat Institute of 
America, Inc., for a second term 

Gabe Marin of Sun-Ray Burner Mfg 
Co., Jamaica, N Y., and = Stanley 
Czarnecki of Eddington Metal Specialty 
Co., Eddington, Pa., were renamed vice 
presidents. Fred Heaney, outgoing chat 
man of the distribution division, was 
elected to his first term as vice president 

Tim Loizeaux of Union County (N. J 
Oil-Heat Assn. takes over as chairman 
of the distribution division. Vice chai: 
men include Everett Elliott of OHI of 
New England, Francis Schuster of OHI 
of Indianapolis, and Gerry Warrington 
of OHI of Washington 

Regional chairmen are Reginald Swett 
of OHI of New England, New England 
Region; Pat Caputo of OHI of Long 
Island, Middle Atlantic; Joe Berry of 
North Carolina Oil Jobbers Assn., South 
Atlantic; Vern Schaetzel of OHI of Wis 
consin. Great Lakes; Robert A. Young 
of lowa Oil Jobbers Assn., North Central 
Harry Daugherty of Tennessee Oil Men's 
Assn., South Central; George Basta of 
OHI of Nevada, Mountain States, and 
Al Loucks of OHI of Oregon, West 
Coast 

The distribution division’s executive 
committee is made up of division officers 
plus Bill Kenny of Empire State Petrol 
eum Assn. and George F. Wolf of OHI 
of York-Adams Counties, Pa 

7 

Four oil men picked up Igniter awards 
at the annual convention of Ojl-Heat 
Institute of America. They are Dixie 
Butler, president of Coastal Oil Co 
Newark, N. J.; W. G. Warrington of 
Rossoe Mfg. Co., Seattle, Wash.; Joe 
Berry of Berry Coal & Oil Co., Greens 
boro, N. ¢ and J. Hollis Albert of 
Operators Heat, Inc., Baltimore, Md 

The awards, from OHPs distribution 
division, are made annually for outstand 
ing work in supporting and promoting 
oil heat 

Aladdin Lamp awards, made by OHI 
this year went to Frank Scully of Scully 
Signal Co.. Melrose, Ma and Charles 
Lang of Sunstrand Hydraulic d'visior 
Sunstrand Machine Tool Co., Rockford 
I! 


(Continued on next page) 
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It may be summertime—but it’s still 


Loizeaux: He enjoys eating glass 


OHI Trickster 


MIM LOIZEAUX, Oil-Heat — Insti- 
tute’s new distribution division chair- 
man, is a 57-year-old youngster who 
likes to have fun and amaze _ his 
friends. 

lim—nobody calls him by his last 
name—is the man who can liven up 
any oil meeting when it gets dull. 

He pretends to stumble; but before 
you realize what’s happened, he’s 
rolled over on his back and up on his 
feet, ready to carry on as if nothing 
had happened. Tim likes to pull that 
trick in a crowded hotel lobby or out 
on the street, even in New York City. 

He likes to confuse taxi drivers, 
too. Sitting in a cab waiting for a 
light, he’s apt to dash out of one 
door, run around the back, and get 
in at the other side. This happens 
so fast, friends say, that the driver 
doesn’t Know if he’s lost a fare or got 
a new one. 

Tim can also take a bite out of a 
water glass and chew it up without 
any ill effects. “It takes about 15 min- 
utes to get over that one,” says one 
who has watched that trick. 

He Works, ‘Too—Tim heads T. R. 
Loizeaux Fuel Co. in Plainfield, N. J. 
He was born and raised in Plainfield 
and has been in the oil business there 
30 years. 

His hobbies, in addition to tricks, 
are organization work and sports. 

As an oil man he got OHI fever in 
1952. That led to an OHI chapter in 
Union County. From that Tim moved 
into national OHI circles, serving as 
eastern vice chairman of the distribu- 
tion division for the last two years. 

But before that he was first presi- 
dent of Fuel Merchants Assn. of New 
Jersey, a coal and oil trade group, and 
was active in Eastern States Retail 
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Solid Fuel Conference and National 
Retail Coal Dealers Assn. 

Outside of Oil—Tim’s been busy 
elsewhere, too. Three years as presi- 
dent of the local chamber of com- 
merce; a member of the Plainfield 
board of education; president and 
then chairman of the local hospital; 
active in church work, boosters club, 
Community Chest and Red Cross 
campaigns and on the board of Hos- 
pital (Blue Cross) Plan of New Jersey. 
And don’t overlook a stint as state 
fuel administrator in World War al 
under two governors. 

Active in Sports—Put Tim down 
for tennis, golf, cycling and checkers. 
He still plays a fast game of tennis 
that leaves youngsters hanging over 
the net. Once he and Dave Bottrill, 
OHI’s technical division secretary and 
no rank amateur at the net, called 
it quits after playing 18 games with 
the standings 9-all. 

Tim got into tennis after he left 
high school, where he played football 
and was on the track team. He got 
so good at tennis that he was once 
Union County doubles champ and 
runner-up twice in the singles compe- 
tition. 

His golf handicap is 12, indicating 
a score of 85. Tim likes nothing better 
than to play golf with his employes: 
it's a good morale builder. Besides, 
he can pick up some pointers from 
his No. 1 truck driver, a former pro. 

lim gave up bicycling seven years 
ago. It wasn’t age so much as the 
growth of his two sons, Tim, Jr. 
now his service manager—and Drew, 
now studying dentistry at Temple. 
“When the kids were young,” Tim 
says, “we used to ride bicycles from 
Plainfield to our summer home in 
Beaverkill in the Catskills.” That's 
a 150-mile trip and it took a day and 
a half each way, with a stop over- 
night at Port Jervis, N. Y. 

A Whiz at Checkers—As for check- 
ers, he and his oil friends have played 
night-long matches at his summer 
home with Tim taking on three oppo- 
nents at once. “One time, by five in 
the morning, I lost only one game and 
tied one,” he chuckles. 

For relaxation, Tim likes to cut 
down trees with a power saw. Or 
smoke a pipe or one of seven cigars 
a day. 

“T usually smoke,” he says, “so that 
1 don’t open my mouth too often at 
oil group meetings.” But in his new 
job, chances are that he won't be 
smoking so much, 


Beckwith 


Goodbye and Hello 


THE GUARD has been changed at 
Oil-Heat Institute of New England. 

Fred Beckwith has retired as secre- 
tary-treasurer, and Ivan C, Suther- 
land will fill the post. 

For the past seven years Suther- 
land has been the chapter’s director of 
education. He was responsible for the 
annual burner schools held in 15 
New England cities. Under his guid- 
ance the schools have grown from an 
annual registration of 400 to over 
1,200. 

Sutherland comes to his new post 
with much oil heat experience. He 
served many years as New England 
manager for Quiet May Oil Burner 
and for 15 years as general manager 
and assistant treasurer of Sprague, 
Breed, Stevens & Newhall, Lynn, 
Mass., heating oil distributors. He 
left in 1950 when it was sold to 
George W. Pickering Co. of Salem. 

Beckwith has been associated with 
the oil-heat industry since 1925 and 
has been secretary-treasurer of the 
OHI chapter since it was formed in 
1945. 

He was guest of honor at a testi- 
monial dinner that was part of the 
annual chapter meeting. More than 
400 friends turned out. 

Beckwith was presented with OHI’s 
“Igniter Award” by Fred Heaney, 
national chairman of OHI’s distribu- 
tion division. The award broke two 
OHI precedents: Beckwith is the first 
secretary to receive the award (it Is 
generally given only to those in the 
marketing field) and he is the first to 
receive the award at other than the 
annual OHI conventions. 

As retirement gifts, OHI chapter 
gave him a new power-equipped air- 
conditioned automobile, a wristwatch 
and a healthy check. 

Directors also named Beckwith as 
their general consultant at an annual 
fee. 


Sutherland 
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a busy season for fuel oil men 


Marcel A. 
Fugere of Man- 
chester Coal & 
Ice Co., Man- 
chester, N. H., 
takes over as 
president of OHI 
of New England, 
succeeding Au- 
gustus L. Dwel- 
ley of Automatic 
Heating Corp., 
Boston, now ex- 
ecutive committee chairman. 

Vice presidents are C. B. Stone, 
Middletown, Conn., and G. F. Cor- 
siglia, Greenfield, Mass. 

New board members are Ralph 
Dennis of Boston Machine Works, 
Lynn, Mass.; L. V. Giannettino, Jr., 
of Bell Pump Service Co., Hartford, 
Conn.; M. D. Harris of Harris Oil 
Co., Portland, Me.; Joe Scungio of 
Cranston Oil Service, Cranston, R. L.; 
Irvin A. Shiner of Connecticut Refin- 
ing Co., West Haven, Conn.; and B. 
', Watling of The Carlin Co., Weth- 
ersfield, Conn. 


Fugere 


Hollis Farrow is director of educa- 
tion of Oil-Heat Institute of New 
England. He’s in charge of the an- 
nual burner service schools. Farrow 
succeeds Ivan Sutherland, now chap- 
ter secretary. Farrow served as assist- 
ant director of education under 
Sutherland, having joined OHI after 
five years as field engineer for Wil- 
Lams Oil-o-Matic. 


Ralph T. Hart- 
well has been 
added to the staff 
of Oil Heating 
Market Reports, 
New York City, 
to develop a new 
program of public 
information and 
promotion for oil 
heat and the oil- 
heat industry. Up 
OHMR 
has just made marketing surveys. 


Hartwell 
to now 


Ray Nathan of Ray Nathan Oil 
Co., Freeport, is the new head of Oil 
Heat Institute of Long Island. He 
succeeds Pat Caputo of Rite Fuel Co., 
Hicksville, now board chairman. 

Leonard Braun of Piping Rock 
Corp., Halesite, and Gordon Davis of 
Long Island Ice & Fuel Co., Port 
Jefferson, are vice presidents. Douglas 
Blair of Mid-County Petroleum Co., 
Westbury, was re-elected treasurer. 


Richard Morgan of Nassau Oil Co., 
Princeton, succeeds R. G. Matthews 
of A. M. Matthews Co., Orange, as 
president of Fuel Oil Distributors 
Assn. of New Jersey 

Robert Crane of Reel-Strong Co., 
Cranford, was named vice president 
and Walter G. Harnisch of Harnisch 
Fuel Co., Irvington, and Kenneth W. 
Grace of Grace Oil Co., Wildwood, 
were re-elected treasurer and secre 
tary, respectively 

William W. McMeekan was named 
acting executive director 

(Continued on page 177 
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3100 VERMONT AVE. 





obied 


VALUE 


Oilco Loader 


A new and simplified tank truck loading 
assembly, featuring economy, efficiency and 
dependability. Equipped with double ball bearing 
swing joint, and an unfailing SPRING COUNTER 
INSURING EFFORTLESS OPERATION. 
The unit includes a shockless loading line valve and telescopic 
sleeve. Sizes 2”, 2/2” and 3”. Oilco always meets your needs in the 
realm of loading assemblies. 

Representatives in all leading cities 


OIL EQUIPMENT MANUFACTURING COMPANY 


INCORPORATED 
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MACK MODEL 


... the only C. O. E. with all these profit-boosting features 


© Choice of Mack engines — gasoline, diesel or turbo- 
charged diesel — from 150 to 205 h.p. 


@ Tilt-cab action for full engine accessibility 
e Truck and tractor models 


© Low step-height for easy entry-exit . . . flat floor (on 
40 series) for swift exits from either door 


@ Mack Air Shift with effortless lever throws in con- 
ventional shifting pattern 


e ‘Executive suite’ cab engineered for comfort, fume 
free ventilation and smooth-handling controls 





e Panoramic, wrap-around 3606-square inch wind- 
shield 


@ Set-back front axle for 14:24 weight distribution on 
trucks and maximum front-axle loading on tractors 

e Advanced Mack steering systems for utmost maneu- 
verability 

e Air-boosted hydraulic clutch 


¢ Choice of Mack transmissions (5 to 20 speeds), 
brakes, frames and suspensions 


© 4- or 6-wheel models with option of famous Mack 
Balanced Bogie 





The sooner these handsome, compact, effi- 
cient new Macks swing into action for you, 
the sooner you'll start to realize their tremen- 
dous profit-potential . . . their bonus cargo 
capacity ...their swift mobility in congested 


areas...their strength, stamina and depend- 
ability. They’re Macks from the word ‘“'Go!”’ 
Check your Mack branch or distributor. 
Mack Trucks, Inc., Plainfield, New Jersey. 
In Canada: Mack Trucks of Canada, Ltd. 


MACK first name for TRUCKS 
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James W. Vickers has been elected to 
the board of directors of Vickers Petrol- 
eum Co., Wichita, Kan. He is vice presi- 
dent of marketing for the company and 
president of the Kent Oil Co., a market- 
ing subsidiary in Salina, Kan. 

7 

Ed Hacker of Ballard Oil & Equipment 
Co., Portland, has been elected to his 
fifth term as president of Maine Oil & 
Heating Eauipment Dealers Assn. 

Ken Giftord of Wadleigh’s Inc., Hal- 
lowell, was elected vice president. Leland 
O. Ludwig, Jr., of Petroleum Products, 
Inc., Houlton, and John P. Cullinan of 
John P. Cullinan Co., Norway, were 
named secretary and treasurer, respec- 
tively. 

New directors are D. Richard Morrell 
of Brunswick Coal & Lumber, Brunswick, 
and Mort Harris of Harris Oil Co., 
Portland. 

7 

Walter J. Ruby is the new president 
of Marquette Petroleum Products Inc., 
Chicago. He succeeds Harry E. Rotert, 
president since 1946. Rotert becomes 
chairman of the board. Robert W. Barnes 
becomes first vice president and Robert 
Orlanski, general manager. 

3 


Bunn Daniel 


American Petrofina and El Dorado 
Refining Co. marketing departments are 
being integrated following  Petrofina’s 
recent purchase of the El Dorado hold- 
ings from Petro-Atlas Corp. (NPN 
Mar., p10). 

Clarence W. Rice, Elreco’s vice presi- 
dent for sales, becomes assistant market- 
ing manager, and L. C. McKinney, 
Elreco treasurer, becomes administrative 
assistant to J. M. Shea, marketing mana 
ger. Earl N. Bunn, general sales manage! 
of Elreco, is now manager of distributor 
sales. J. C. Daniel, former administrative 
assistant to Shea, becomes manager, oil 


and TBA sales. All will be headquartered 
in Dallas, Tex. 

Petrofina’s present marketing staff is 
unchanged. It includes: D. D. William- 
son, manager asphalt and specialty sales; 
T. E. Cook, manager wholesale sales 
and distribution; D. R. Zachry, Jr., 
manager retail sales, and L. O. Biddle, 
manager advertising and sales promotion. 


The Wisconsin Petroleum Assn. has 
hired a new man, Wayne Nohelty of 
Eagle Rock. He will be assistant to the 
executive secretary. Nohelty was grad- 
uated from the School of Commerce of 
the University of Wisconsin in February, 
majoring in marketing. From then until 
joining the association in June he worked 
on a master’s degree in marketing. 


Howard Goodhue, manager of residual 
oil, railroad and coke sales in the home 
office of Standard Oil Co. (Ohio), has 
retired after 40 years with the company. 
Richard J. Boyink succeeds him 


G. Morison Parker was named district 
manager in Montreal by Sun Oil Co., 
Ltd. He succeeds John Teggart who re- 
mains in the Montreal district on special 
assignment until his retirement in Sep 
tember. 
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McAfee Aubry 


W. A. McAfee has been appointed 
general sales manager, wholesale, for 
Standard Oil Co. of California, Western 
Operations, Inc. He succeeds H. R, 
Cuyler. 

L. W. Aubry, formerly manager of the 
motor fuels division, succeeds McAfee as 
assistant general sales manager, whole 
sale. A. E. Stevens succeeds Aubry, and 
his post as manager of the wholesale 
distributor division goes to D. W. Smith. 

Standard also announces that Claus J. 
Hink has retired as San Francisco district 
sales manager, wholesale. His job goes to 
Harold A. Frans. J. F. Lane becomes 
assistant manager, wholesale, in San 
Francisco, with C. H. Rolfe succeeding 
him as assistant regional manager in 
Seattle, Wash. 


(Continued on next page) 


OPW ’s NO. 1811 - H 
¢ FULLY AUTOMATIC 
SHUT-OFF NOZZLE 


permits you to give 
two-man service 
with one man 








That’s right! You don’t have to 
stand by idly holding this Nozzle. 
Just stick it in the fill pipe, 
squeeze the valve lever open and 
engage the hold-open latch. While 
it fills the tank you service the car, 
sell extras. When the tank is filled 
the Fil-O-Matic shuts off auto- 
matically. Saves time, labor, 


money. No overflows, no gas 
stains on car body to clean off, no 
angry customers. 





now (UL) 
LISTED WITH 
HOLD-OPEN 


Stop working for your pump nozzle. Get LATCH 
the Nozzle that works for you—OPW’S 
No. 1811-H Fil-O-Matic, the Fully Auto- 
matic Shut-Off Nozzle. Write on your 
letterhead for more information. 





opw CORPORATION © 2735 Colerain Ave., Cincinnati 25, Ohio, U.S.A. + Kirby 1-5400 
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Osborn Adcock 


D-X Sunray Oil 
Co. has announced 
a series Of promo 
tions resulting from 
the creation” of 
three new posts. J. 
E.. Osborn, former 
manager of retail 
operations, be- 
comes manager of 
staff services, with 
headquarters in 
Fulsa. He will co- 
ordinate and direct 
all general office retail sales staff func 
tions through the managers of the various 
sections. Paul I. Adcock, northern § re 
gional manager, becomes manager of 
sales development to plan and direct the 
development of new retail outlets and 
increased sales through existing outlets. 
Sam B. Caldwell, southern regional mana 
ver, becomes manager of the mid-south 
division with headquarters in Memphis, 
Fenn. He will direct an intensified expan 
sion program in Tennessee, Mississippi 
and eastern) Arkansas. L. W. Kopel 
moves up from assistant manager of re 
tail operations to succeed Osborn as 


Caldwell 


manarel 


Harry I. Hol- 
brook is devoting 
full time — these 
days to raising avo- 
cados and oranges 
on his acreages at 
Covina and Escon- 
dido, Calif. He 
commutes between 
the two now, but 
plans to build a 
house and settle in 
Escondido. 

Holbrook chose 
to retire early and resigned as adminis- 
trat-ve assistant to the general sales man 
aged, dealer sales, at Union Oil Co. of 
California. He joined Union over 30 years 
ago im personnel work. Four years later 
he joined the service station sales organi 
zation and was connected with dealer 
sales in various capacities from then on. 
Holbrook was TBA supervisor for many 
years, national secretary of the Oil Indus 
try TBA Group in 1954 and a frequent 
speaker at TBA meetings 

R. E. Robbins, who had previous ex 
perience as district sales manager and 
more recently, merchandising manager 
dealer sales in Sacramento, Calif., suc 
ceeds Holbrook 


Holbrook 
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George H. Unzelman is promoted to 
technical assistant, advertising and sales 
promotion for Ethyl Corp. in charge of 
coordinating technical advertising and 
providing assistance to the advertising 
and sales promotion. staff. 

o 


Continental Oil Co. announces more 
transfers and appointments resulting from 
its realignment of marketing regions this 
spring (une, p19). H. U. McBirney, 
formerly assistant central region market- 
ing manager in Oklahoma City, moves 
to Kansas City headquarters as assistant 
marketing manager, northern region. Jack 
Allen moves from operations manager, 
central marketing region, to — sales 
development manager, northern region. 
H. E. Robbins goes from assistant divi- 
sion manager in Chicago to marketing 
operations manager, northern region. 
R. M. Benson, northern region credit 
manager, transfers from Chicago to 
Kansas City in the same capacity. 


Robert J. Finney is president and 
general manager of F-M Oil Co., new 
California Oil Co. distributorship in 
Lansdale, Pa. Finney was with Cities 
Service for 23 years, most recently as 
assistant to the vice president of Cities 
Service Research and Development Co. 


Venn Stephens 
ame 3 ——- " 


Watts Draeger 
Russell H. Venn, former manager of 
refining, heads Humble Oil & Refining 
Co.'s reorganized marketing department. 
fwo segments were consolidated—retail 
and wholesale sales, and refining depart- 
ment sales. Roy M. Stephens, former 
assistant sales manager, has been named 
Venn’s assistant. Frank A. Watts con- 
tinues as sales manager in charge of 
wholesale and retail sales. Dr. A. A. 
Draeger, former head of refining re- 
search, is now manager of general office 


sales. 


Wark Armstrong 


Thomas L. 
Wark, a vice presi- 
dent, was ap- 
pointed special 
assistant to the 
president of Tide- 
water Oil Co. 
Western — division 
general manager 
since 1954, he will 
continue to be 
headquartered — in 
San Francisco. 
Charles R. Brown, 
former assistant general manager of the 
western division and, since 1956, central 
division general manager in Tulsa, suc- 
ceeds Wark. Lloyd Armstrong, southern 
division assistant general manager at 
Houston, succeeds Brown. He has been 
with Tidewater since 1944, first as head 
of the law department and from 1954 
to now assistant general manager. 

« 

Henry P. Pruch, former New England 
division sales manager for Kendall 
Refining Co., Bradford, Pa., is now 
advertising-merchandising manager. Char- 
les T. Griffith, former assistant advertis- 
ing manager, is sales promotion manager. 


Brown 


William T. Con- 
ner heads the new- 
ly created market 
research depart- 
ment at American 
Oil Co., reporting 
to the assistant 
general manager of 
sales. Although 
marketing studies 
were carried on 
elsewhere in the 
company, market 
research was not a 
formal department. Conner was formerly 
senior marketing analyst in the distribu- 
tion economics department of the parent 
Standard Oil Co. (Indiana). 

* 

The American Petroleum Institute has 
hired Frank L. Dennis as special assist- 
ant to the president to set up a new 
press and information service in Wash- 
ington, D. C. Dennis was director of 
the press and publication service of the 
U. S. Information Service and is a mem- 
ber of the District of Columbia bar. 
William Harper transfers from New York 
headquarters to set up the facts and 
information section. 

(Continued on page 181) 
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Every man in this picture has the respon- 
sibility to say ‘‘no"’ if any order does not 
measure up to Inland’s quality stand- 
ards as it passes through his stage of 
production. 

From thorough checking of required 
physical specifications, through devel- 
opment and application of interior pro- 
tective linings and designing and dec- 
orating exterior surfaces, every step of 
the production process is painstakingly 


1 





Key men in Inland's quality control picture: 
1) Sales Representative 2) Order Dept. Mgr. 
4) Genl. Production 
Supervisor 5) Line Foreman 6) Plant Quality 
Control Supervisor 


3) Production Scheduler 


7) Line Inspector 8) Lin- 
ing Material Compounder 9) Chief Chemist 
10) Design Coordinator 11) Decorating Inspec- 
tor 12) Metal Decorating Supervisor 13) Traf- 
fic Manager 14) Shipping Foreman 


PETROLEUM NEWS 


inspected. This vigilance is your assur- 
ance that Inland ‘‘protection-eered'’* 
containers will do their job exact/y as 
specified. 

When you order Inland ‘‘protection- 
eered'’ drums and pails you can be sure 
of getting containers in the required 
quantity— when you want them—to 
deliver your products ‘‘as shipped.” 

* the right container, with the right 
lining for your product 


INLAND STEEL CONTAINER COMPANY 


6532 South Menard Avenue, Chicago 38, Illinois 
member of <<» steel family 


Plants: Chicago Jersey City New Orleans 
Cleveland & Greenville, Ohio 
full line of steel and stainless steel shipping containers, 
including galvanized and heavy duty ICC drums. 





“It was the most important five weeks in my life!” 


This is how many dealers feel today as they 
look back on the time they spent learning the 
fundamentals of the service station business in 
Atlantie’s five-week Dealer Training Program. 


First in the industry to organize a program 
of this kind, Atlantic has graduated more than 


2500 “students” since 1952. 


At each training school, men learn about 
the latest automotive developments, thorough 
service—even for the newest cars; product 
quality, effective methods of driveway selling 
and how to tie in with Atlantic’s strong tele- 
vision and radio advertising. 


PROVIDENCE, R. I. 
430 Hospital Trust Bldg. 


CHARLOTTE, N.C. 
1112 South Boulevard 


APU TE 











This well-balanced program also includes 
expert instruction in financial management— 
how to budget and control expenses; how to 
train and manage personnel. And even after 
graduation, coaching in each of these sub- 
jects continues through business conferences 
and day-to-day counselling by experienced 
salesmen. 

This practical instruction in service station 
operation is available to Atlantic distributors 
and their dealers. For details, write or call The 
Atlantic Refining Company, 260 South Broad 
Street, Philadelphia 1, Pennsylvania—or the 
nearest regional office listed below. 


SYRACUSE, N.Y. 


Salina and Genesee Sts. 


PITTSBURGH, PA. 


READING, PA. Chamber of Commerce Bldg. 


First and Penn Aves 
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Bruser (r) and predecessor Lawson Lard 


H. B. BRUSER, JR., new president 
of Louisiana Oil Marketers Assn., is 
a big man who believes in doing things 
in a big way. 

Hank Bruser, 37, is one-third of H. 
B. Bruser & Sons of Baton Rouge, 
La., a Gulf Oil commission agency 
that does about S-million gal. of light 
oil business annually. 

Bruser is 6 ft. 4% in. tall and 
weighs 255. He is bigger than his 
brother Carl, who is 6 ft. 3 in. and 
weighs 245. Their dad is the little 
one of the bunch. He’s only 6 ft. 2 in. 
and weighs only 210. 

Doing Things in a Big Way—Hank 
Bruser has seven children. He started 
out with three boys (they’re now 16, 
12 and 10). Then came three girls 7, 
6 and 4. His youngest is a boy, 3. 

Bruser believes the future role of 
the commission agent in oil marketing 
is bright. He thinks, however, agents 
can expect more bypassing, which his 
company started recently. 

Other officers elected by LOMA: 

Texaco jobber John Sherrouse, Jr., 
Monroe, first vice president; Shell 
jobber W. MeKerall O’Niell, Jr., 
Franklin, second vice president; Esso 
jobber Fred Palmer, Jr., Gonzalez, 
secretary; and Amoco jobber Dewey 
Thurmon, Ruston, treasurer. 

New directors are: 

Vernon J. Vidacovich, New Or- 
leans Petroleum Corp., New Orleans; 
Joseph C. Collins, Shell agent, West- 
wego; William R. Ziegler, Shell job- 
ber, Houma; Herbert M. LeCompte, 
Iberia Oil, New Iberia; M. Van Aus- 
tin, Jr., Phillips jobber, Mansfield; 
Brewer Godfrey, Phillips 
Monroe; T. C. MecLauren, Gilbert 
Oil, Wisner; Hulin Robert, Amoco 
jobber, Burnside; W. D. Harmon, 
Cities Service agent, Crowley; W. J. 
Boudreau, Gulf agent, Lake Charles; 

(Continued on page 184) 


jobber, 


LOOK FOR THIS 


SYMBOL OF SERVICE AND SATISFACTION | 


ON THE PUMPS YOU BUY 


ROPER 


ROTARY PUMPS 


For Transports 
Fig. 1809 Lightweight 
Aluminum Pump 


A compact unit of simplified design 
and construction for over-the-road 
tank trucks. Housing is light- 
weight, heat-treated Aluminum- 
Silicon-Magnesium Alloy .. . 
chrome-iron gears cast integral 
with steel shafts. Bearings are Alumi- 
num-Tin alloy for long wear and 
high corrosion resistance. Relief valve 
easily removed without changing set- 
ting. Standard 3” pipe tap ports. 
Pressures to 125 PSI 


Capacity to 175 GPM 
Speeds to 1000 RPM 





For Local Delivery 
Fig. 3605 
Tank Truck Pump 


Cast iron pump with hardened iron 
helical gears and steel shaft. Handles 
thin or thick liquids . . . operates 
smoothly and quietly in either rota- 
tion. Mechanical seal is self-adjust- 
ing; precision-lapped mating surfaces. 
Series 3600 also available with packed 
box. 


Pressures to 100 PSI 
Sizes 40 to 122 GPM 





For Bulk Plants 
Series 3600 Pump 


Furnished on steel bed plate with or 
ready to receive motor; complete 
with totally-enclosed anti-friction 
gear reduction. Use indoors or out- 
doors; no pump house needed. Three 
gear ratios available. 





Pressures to 100 PS! 
Sizes 30 to 300 GPM 


ROPER HYDRAULICS, INC. 
478 Blackhawk Park Ave., Rockford, Illinois 


ROTARY PUMPS 
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POWE BR OTIP “fires up” 
3@ straight year 


Imperial, Plymouth, and Chrysler 
victories in famous road test again 
prove Auto-Lite Resistor Spark Plugs 
with POWER TIP give top performance 


and economy at all speeds 





The Mobilgas Economy Run is engineered to test stock 
cars in all kinds of driving—fast, slow, and idling in 
traffic. And it’s no coincidence that Auto-Lite Resistor 
Spark Plugs with Power Tip again were used in 
all winning Chrysler-built cars for the third straight 
year. That’s because Power Tip is the first Spark 
Plug specially ignition-engineered to ‘‘fire-up”’ today’s 
overhead-valve engines at all speeds. Here’s how 
Power Tip operates to give this superior performance 
in all kinds of driving... 


PLYMOUTH BELVEDERE, entered by W. 


Shadoff, P a, Cal., 1 driven by Pierce * : ; : 
oe bea poy Psi * ca — a: ey ps the thick of combustion where it gets hot quicker 


miles per gallon at 20.0088 miles per gallon. Car and stays hot to burn fouling deposits away clean. 
is a V-8 with power steering and power brakes. 


At low speeds, the projecting Power Tip is in 


At higher speeds, the projecting tip is in the path 
of the incoming air-fuel mixture where it stays cooler 
to effectively check power-robbing pre-ignition. 


Only 7 Power Tip numbers cover nearly all overhead- 
valve V-8 engines (and most 6-cylinder overhead-valve 
engines) in all these cars: Buick, Cadillac, Chevrolet, 
Chrysler, DeSoto, Dodge, Edsel, Ford, Hudson, Nash, 
Imperial, Lincoln, Mercury, Oldsmobile, Studebaker, 
Packard, Plymouth, Pontiac, Rambler. 


THE ELECTRIC AUTO-LITE COMPANY + TOLEDO 1, OHIO 





RUGGED TEST SUPERVISED BY IMPARTIAL ORGANIZATION 


The Mobilgas Economy Run, 
sponsored annually by Socony- 
Mobil, is rigidly supervised by 
observers provided by the Sports 


Commission of the United States 
CHRYSLER NEW YORKER, entered by Mel Auto Club. Observers in every car 


Alsbury, Hollywood, Cal., and piloted by George Ne make sure that cars operate at 
Alsbury, brother of the Sweepstakes winner, led legal speeds, are never coasted, 
High-Medium Price Class with 58.4928 ton- and observe all traffic laws. 

miles per gallon at 21.0217 miles per gallon. 
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Sweepstakes winner for 
in Mobilgas Economy Run 


An IMPERIAL CROWN led all other cars to 

win America’s economy championship for the 

third straight year. Driven over the 1883-mile 

course by previous champion, Mel Alsbury, 

, Jr., the Imperial scored 62.7188 ton-miles a 
iy gallon at 20.5821 miles per gallon to win both 
pipe the High Price Class and the Sweepstakes. 





AUTO-LITE Bowen Tip 
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<—— 1. Cover of neoprene compound 


€—— 2. Rayon Braid 


Quaker tank truck suction hose 
CAN’T CRACK OR COLLAPSE 


| 
| 


Stays flexible at low temperatures 


Here’s the hose you want for fast, free-flowing transfer 
between tank and truck—in any weather. Use it for all 
petroleum products and most solvents; for suction as well 
as discharge. 


This Quaker hose is non-collapsible, with small outside diam- 
eter and exceptional flexibility. Strong steel spring wire 
reinforcement and high tensile braided rayon are combined 
for full, free flow in any position. Couplings can be grounded 
to this same wire to dissipate static electricity. The sturdy, 
neoprene compound cover stands up to oil, sunlight and 
abrasion. Available in lengths up to 50 feet. 


Get complete details on this popular Quaker hose from your 


local Quaker distributor. Or write Quaker Rubber Division, 
H. K. Porter Company, Inc.; Phila., 24, Pa., or Pittsburg, Calif. 


Hi. K. PORTER Company. INC. 


QUAKER RUBBER DIVISION 


About Oil People 





and E. J. Sullivan, Amoco jobber, 
Alexandria. 

New directors-at-large are: 

James W. Moore, Amoco jobber, 
Monroe; Curtis Parker, Amoco job- 
ber, Shreveport; and Lawson A. Lard, 
Jr., Esso distributor, Denham Springs. 

* 

Francis P. Baeyertz, chief automotive 
engineer in the marketing department 
of General Petroleum Corp., has retired. 
From 1944 to 1952, when he was pro- 
moted to his present position, he was in 
sales training work. 

o 

George T. Piercy is now assistant man- 
ager of the coordination and petroleum 
economics department of Standard Oil 
Co. (N. J.). Donald M. Cox succeeds 
him as general manager of Esso Stan- 
dard Oil Co.’s supply department. 


Deaths 


E. Keith Ed- 
wards, executive 
secretary of the 
Illinois Petroleum 
Marketers Assn., 
died June 9 at his 
home in Spring- 
field, Ill. He had 
been ill for more 
than a year. 
Edwards was 
one of the organ- 
izers of the Na- Edwards 
tional Oil Jobbers 
Council, serving as secretary-treasurer in 
1953-54, and was continually active in 
the group. He was also at one time 
supervisor of the Illinois Motor Fuel Tax 
division. 





Philip J. Gale, 55, retired oil man, 
died June 4 in Chicago. Before his re- 
tirement in November, 1956, he was 
president of Interstate Petroleum Corp. 
and the Peacock, Parrot and Atlas Oil 
Co., which operated 50 service stations 
in the Chicago area. These firms are 
now defunct. 





Now available in reprints . 


TRADING STAMPS: 
Their Pros and Cons 
in Oil Marketing 


This special report is the most complete 
study to date on the use of stamps in 
oil marketing. Reproduced in full, it’s 
being offered in single copics (75¢) 
or in bulk (quotations on request; 
state quantity desired). Write Reader 
Service Dept., National Petroleum 
News, 330 W. 42nd St., New York 
36, N.Y. 
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Coming Meetings 


AUGUST 


National Congress of Petroleum Retailers, 12th annual meeting, 
McAllister Hotel, Miami, Aug. 10-15. 


Society of Automotive Engineers, national West Coast meeting, 
Ambassador Hotel, Los Angeles, Aug. 11-14. 


South Carolina Oil Jobbers Assn., 15th annual summer meeting, 
The Clemson House, Clemson, Aug. 24-26. 


SEPTEMBER 


Intermountain Oil Jobbers Assn., annual meeting, Challenger 
Inn, Sun Valley, Idaho, Sept. 2. 


Oil Trades Assn. of New York, Westchester Country Club, 
Rye, Sept. 4. 


Empire State Petroleum Assn., fall meeting, Saranac Inn, 
Saranac Lake, Sept. 7-9. 


Colorado Petroleum Marketers Assn., annual fall convention, 
Broadmoor Hotel, Colorado Springs, Sept. 7-9 


National Petroleum Assn., 56th annual convention, Traymore 
Hotel, Atlantic City, Sept. 10-12. 


Illinois Petroleum Marketers Assn., management institute, 
Robert Allerton Park, Monticello, Sept. 14-17. 


Kentucky Petroleum Marketers Assn., 25th annual golf 
tournament, Lafayette Hotel and Boiling Springs Country Club, 
Lexington, Sept. 18-20. 


Pennsylvania Petroleum Assn., fall meeting, Pocono Manor Inn, 
Pocono Manor, Sept. 21-23. 


Ohio Petroleum Marketers Assn., fall conference. Dayton Bilt 
more, Dayton, Sept. 24-25. 


Independent Oil Compounders Assn., annual meeting, Palmer 
House, Chicago, Sept. 28-30. 


OCTOBER 


Packaging Institute, Petroleum Packaging Committee, Sheraton 
Fontenelle Hotel, Omaha, Oct. 6-7. 


California Natural Gasoline Assn., annual meeting, Huntington- 
Sheraton Hotel, Pasadena, Oct. 9-10. 


Kansas Oil Men’s Assn., annual meeting, Lassen Hotel, Wichita 
Oct. 12-14. 


American Petroleum Credit Assn., annual meeting, Dinkler 
Plaza Hotel, Atlanta, Oct. 12-15. 


Packaging Institute, annual meeting, Edgewater Beach Hotel 
Chicago, Oct. 13-15. 


American Society of Lubrication Engineers and American 
Society of Mechanical Engineers, lubrication conference, Hotel 
Statler, Los Angeles, Oct. 13-15. 


Indiana Independent Petroleum Assn., annual meeting, Hotel 
Severin, Indianapolis, Oct. 15-16. 


National Assn. of Oil Equipment Jobbers, annual meeting and 


trade show, Adolphus Hotel, Dallas, Oct. 15-17. 
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West Virginia Petroleum Assn., annual meeting, Daniel Boone 
Hotel, Charleston, Oct. 16. 


Pennsylvania Petroleum Assn., management institute, Pennsyl 
vania State University, State College, Oct. 19-21. 


Tennessee Oil Men’s Assn., annual meeting, Andrew Jackson 
Hotel, Nashville, Oct. 19-21. 


North Carolina Oil Jobbers Assn., Grove Park Inn, Ashville, 
Oct. 19-22. 


Society of Automotive Engineers, national transportation meet 
ing, Lord Baltimore Hotel, Baltimore, Oct. 20-22. 


Nebraska Petroleum Marketers Assn., 38th annual convention 
and trade show, Paxton Hotel, Omaha, Oct. 21-22 


Arkansas Independent Oil Marketers Assn., annual meeting, 
Hotel LaFayette, Little Rock, Oct. 22-23. 


Society of Automotive Engineers, national diese! engine meet 
ing, Lord Baltimore Hotel, Baltimore, Oct. 22-24 


Independent Petroleum Assn. of America, annual meeting, 
Statler Hilton Hotel, Dallas, Oct. 26-28 


National Lubricating Grease Institute, 26th annual meeting, 
Edgewater Beach Hotel, Chicago, Oct. 27-29 


Oil Trades Assn. of New York, Waldorf-Astoria Hotel, New 
York City, Oct. 28. 


Tennessee Oil Men’s Assn., annual meeting, Andrew Jackson 
Hotel, Nashville, (date not available at publication) 


Assn. of American Battery Manufacturers, Palmer House, Chi 
cago, Oct. 30-Nov. | 


NOVEMBER 


Society of Automotive Engineers, national fuels and lubricants 
meeting, The Mayo Hotel, Tulsa, Nov. 5-6 


National Oil Jobbers Council, Conrad Hilton Hotel, Chicago 
Nov 6-8 


American Petroleum Institute, Conrad Hilton Hotel, Chicago 
Nov. 10-12 


Assn. of American Battery Manufacturers, Fdgewater Beach 
Hotel, Chicago, Nov. 18-19 


American Society of Mechanical Engineers, annual meeting 
Statler and Sheraton-McAlpin Hotels, New York City, Nov. 30 


Dec. 5 


DECEMBER 


Interstate Oil Compact Commission, Hotel Muehlebach, 
Kansas City, Mo., Dec. !-3 


JANUARY 1959 


> Nebraska Petroleum Marketers Assn., annual meeting, Hotel 
Paxton, Omaha, Jan. 13-15 


Oil Trades Assn. of New York, Waldorf-Astoria Hotel, New 
York City, Jan. 22 


& First listing 





AWARD OF MERIT goes to Will S. Mount, manager of Socony Mobil’s avia- 
tion department, from Adm. John H, Cassady, president of the Flight Safety 


Foundation. 


The award was given for the company’s aviation advertising 


campaign. Sharing the head table are (left to right): Dr. H. O. Parrack, Wright 


Air Development center, Harper Woodward, director of 


the Flight Safety 


Foundation, and Jerome F. Lederer, managing director. 


Naden Hope 

William Naden = succeeds 
Hope as president of Esso Standard Oil 
Co. as of Aug. |. Hope, president since 
1949, is retiring. Before joining Esso as 
executive vice president in 1948, he was 
president of Gilbert & Barker Mfg. Co., 
another Standard Oil Co. (N. J.) com 
pany. 

Naden has been with Esso since 1927. 
He was general superintendent of the 
Baltimore refinery in 1944 when he 
accepted a government assignment as di 
rector of refining for District I of the 
Petroleum Administration for War. He 
rejoined 1946 as manager of 
employe relations and = was 
director in 1946. In 1949 he became 
general manager of manufacturing, in 
1950 was elected a vice president, and in 
1955 was named executive vice president. 


Esso in 


elected a 


Daniel P. Barnard has retired as re 
search coordinator of Standard Oil Co. 
(Indiana) after 33 years with the com- 
pany. He plans to continue as a consult 
ant to the defense department. John B. 
Duckworth succeeds Barnard as liaison 
man between the department 
and automotive manufacturers and gov 
ernment agencies 


research 


186 


Stanley C. 


Millard K. Neptune, formerly execu- 
tive vice president of the products divi- 
sion for Texas Eastern Transmission 
Corp., Shreveport, La., has been elected 
a senior vice president. He is in charge of 
the Little Big Inch division which now 
handles all petroleum products pipeline 
operations. H. M. McDonald, general 
manager of the division, was elected a 
vice president of the company. 


P. C. Spencer, chairman of the board 
and chief executive officer of Sinclair 
Oil Corp., was awarded the honorary 
degree of doctor of humane letters by 
Clarkson College of Technology. An 
honorary doctor of science degree was 
presented to Monroe E. Spaght, execu- 
tive vice president of Shell Oil Co., by 
Rensselaer Polytechnic Institute. 


L. T. White, vice 
president and di- 
rector of business 
research and educa- 
tion of Cities Serv- 
ice Petroleum, 
Inc., has been 
honored for his 
“invaluable service 
to the cause of 
petroleum = educa- 
tion.” He was 
awarded a_ plaque 
by the New York 
City Community College students en- 
rolled in the two-year oil marketing 
course he helped create. White told 
the students, “You are the fellows who 
can turn this business into a service in- 
dustry, not just an oil industry.” 


White 





STEEL TANKS 


’ dia. x 30’, 635,000 gals. 
dia. x 30’, 316,000 gals. 
dia. x 196”, 90,000 gals. ea. 
8—18' dia. x 30’, 55,000 gals. ea. 
15—Hori. 10'6” x 27'6”, 16,000 gals. ea. 


Excellent Condition—Ideal For Oil 
Or Grain Storage—Will Erect. 


H. LOEB & SON 
4643 LANCASTER AVENUE 
PHILADELPHIA 31, PENNA. 


STEEL STORAGE TANKS 


Railroad Tank Car Tanks 
6,500 to 12,000 Gal. Cap. 
Coiled and Non-Coiled 
Cleaned — Painted — Tested 
Heavier —- Safer — Cheaper 
Other Tanks Too 
Also — Compete Tank Cars 
8,000 and 10,000 Gal. Cap. 
Your Inquiries Solicited 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


328-332 Connell Building 
Scranton 3, Pennsylvania 
Telephone—Diamond 3-1117 

















ADDRESS BOX NO. REPLIES TO: Box No 
Classified Adv. Div. of this publication. 
Send to office nearest you 
NEW YORK 36: P. O. BOX 12 
CHICAGO: 520 N. Michigan Az 
SAN FRANCISCO 


ws CARs 
68 Post St. (4) 


POSITION VACANT 


Terminal Engineer—Experienced in design, con- 
struction and maintenance of bulk plant term- 
inals with facilities for delivering from and to 
ocean tankers, barves, pipelines, etc. Established 
and expanding integrated oil company—FEastern 
seaboard. Salary commensurate with ability and 
experience. Send background resumé. All in- 
formation confidential. P-8542 National Petro- 
leum News. 


BUSINESS OPPORTUNITIES 


Bulk Oil Plants Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 


For Sale—Major Brand Petroleum Products and 
TBA Jobbership in Florida. Profitable operation, 
excellent future potential. $50,000 cash will han- 
dle. Write BO-854x. 





FOR SALE 
Complete Refinery ready to operate, 2500 b/d 
crude still, 1200 b/d Thermal Cracker, 80,000 
bbls. tankage, Gasoline Blending Plant, Office, 
Laboratory, Loading Rack, formerly Jet Fuel Pro 
duction. Price $100,000. Location Palestine, Tex. 
Phone S. J. Cohen, Green Acre Lane, 
Westport, Conn., Cap. 7-2597. 

















PROFESSIONAL SERVICES 





PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed end Inctefled 


PEACOCK CORPORATION 
Box 268, Westffeld, WN. J. 
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J. EBERLE, 


Equipment (Used or Surplus 
New) For Sale 





Light hose is easy to handle, 
speeds fuel oil deliveries 


j per B.F.Goodrich hose is 20% 
lighter, much more flexible than 
other tank truck hose of the same size 
and specifications. It’s a 3” hose, but 
the driver made the connection with 
no strain. Even in the 4” size, this hose 
is so easy to handle and carry that one 
man can unload it, hook it up and 
reload it on the truck without help. 
And by using a larger size hose, a truck 
can make faster deliveries, more per day. 

The lightness and flexibility of this 


B.F.Goodrich hose is made possible 
by the use of high tensile nylon cord in 
the reinforcement. This adds strength 
without extra weight, makes the hose 
so flexible it can take a sharp U-turn— 
even an O-bend—without flattening. 

Special rubber compounds make the 
tube of the hose completely oilproof. 
There's no danger of swelling or flaking 
even when (as shown in picture above) 
hose is carrying No. 6 fuel oil that’s 
heated to 100°F. The thick tough cover 


is built for rough use, too. Dragging it 
over concrete or gravel won't harm it. 
Letting it stand in gasoline, oil or grease 
won't damage it. 

This new B.F.Goodrich hose is known 
as Type 82-A—an improved hose that’s 
easier to handle, can make faster de- 
liveries, and reduce operating costs. Let 
your B.F.Goodrich distributor tell you 
more about it, or write BFGoodrich 
Industrial Products Company, Dept.M-414, 
Akron 18, Ohio. 


B.EGoodrich fuel oil hose 
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Only the ALL-NEW TOKHEIM 


nterceptor 


gives you such value! 





Jumbo white 
porcelain dials, 
brilliantly 
illuminated by 
large 24” 
fluorescent tubes, 
are clearly 
visible day or 
night through 
smartly styled, 
wrap-around 
dial glasses. 


Dream pump for the jet age 


There is no substitute 
for TOKHEIM QUALITY / 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
FORT WAYNE, INDIANA 
Factory Branch: 475 Ninth Street, San Francisco 3, California 





Subsidiaries: Tokheim N.V., Leide Holland; Tokheim (Internationa 
Lucerne, Switzerland; GenPro Inc., Shelbyville, Indiana Interceptor Model 45? 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St oro taric with fluorescent light 





Now... along every road 


some Stations will stand out 


| — gh f a £& F 
we ey aM a : ‘ | . @ } P , 
a . al 


> . & 


Will it be your stations that stand out? Will it be your 
stations that are glamorized by the clean lines, the gleaming 
surfaces, the new 48” low look of the ““Salesman-48” ? 
Erie’s ‘“Salesman-48” has fewer parts. Looks better, yet 
costs far less to maintain. 

Erie’s “‘“Salesman-48” gives customers a break, too, with 
eye-level, sloped dials that are easy to read. 

And for all this, are you ready to pay less per pump for 
every pump you buy? Then, you must investigate the 
“Salesman-48.”" Write for bulletin. Erie Meter Systems, 
Inc., Erie, Pa. Offices in principal cities. 








